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Special Emphasis on Selling 


A SALES ACADEMY IN PRINT is contained in this issue of 
the NEWS. Men active in the sales field of this industry have 
contributed their thoughts in by-lined articles emphasizing the 
need for using tried and true methods and offering some new 


approaches to the old problems. 


MARKETING TEAM _ empha- 


sizes the need for all segments 
of the industry (mfrs., distrib- 
utors, and dealers) to work 
together and do the part each 
one man can do best to move 
products to the consumer. Co- 
operation can eliminate waste- 
ful duplication of effort .. 6 


THERE ARE GOOD SALES- 
MEN points up need for man- 
agement to more adequately 
train and direct the capable 
|” eee ee 


SELL TO SURVIVE lays the 
blame for poor selling at the 
feet of management and sug- 
gests four simple rules to 
assure success in any busi- 
ness 


SELLING AT A PROFIT cites 
need for independence, mer- 
chandising skill, realism, and 
courage to operate profitably. 
The importance of “creative 
buying” is pointed up by the 
SE, CEP PP hoe 10 


HUMAN CENTERED SELL- 
ING calls for using the human 
touch when dealing with pros- 
pects. Sell according to the 
motives and needs of people 
is advice of this author .. 15 


SALESMEN ARE ‘WANT 
CREATORS’ who must be 
dynamic, not passive, because 
people will not automatically 
buy all we produce 20 


TRIED METHODS DO WORK, 
DEALER FINDS. Successful 
experiences with telephone 
canvassing, direct mail, good 
service get results in ‘unlikely’ 
market 24 


REAL SERVICE, PLUS LOVE 
described as key to success in 


ee | 


SEN eres res 28 
ie ps 2)” OO rere 16 
saa: 4 Seas 22 
TECH CENTER .......... 27 
os ait vie ely Gee 31 


FTC Raps Restrictive 
Dealer Agreements 


WASHINGTON, D. C. — The 
Federal Trade Commission 
ruled that the restrictive agree- 
ments which Snap-On Tools 
Corp. of Kenosha, Wis. requires 
its independent dealers to enter 
into are illegal and ordered 
them stopped. 

The commission found that 
the dealers’ contracts unlaw- 
fully (1) established resale 
prices for Snap-On products; 
(2) restricted sales territories 
and the persons to whom deal- 
ers could sell; and (3) provided 
that dealers, upon termination 
of their agreements, could not 
engage in a similar business 
within the same state for a 
period of one year. 

(Continued on Page 4, Col. 5) 


Philco Stockholders 
OK Sale to Ford 


PHILADELPHIA — Philco 
stockholders last week approved 
the acquisition of the company’s 
properties and business by Ford 
Motor Co. on the terms of the 
Sept. 13 agreement between the 
two companies. 

More than 90.71% of the 
Phileco preferred stock and 
81.28% of its common stock 
voted in favor of the transac- 
tion. Less than .33% of the pre- 
ferred stock and 1.92% of the 
common stock ‘voted against it. 

A few shareholders criticized 
the sale on the ground that the 
proposed exchange of 414 shares 
of Philco common stock for one 
share of Ford stock was “un- 
fair.” Philco preferred holders 
will get Ford stock worth $101.50 
for each share of preferred held, 
figured on the price of stock 
two days prior to the final 
signing. 

It was announced by James 
M. Skinner, Jr., president of 
Philco, that Ford and Philco 
plan to close the transaction not 
later than Dec. 11. 

Ford reportedly has approved 
Philco’s consumer products pro- 
grams for 1962 and 1963, and 
does not contemplate making 
any changes now in Philco’s 
top management. 


Cec Extends 
Indexing and 


Document System 


MIAMI, Fla.— Main actions 
taken by the Consulting Engi- 
neers Council at its semiannual 
convention here last month of 
principle interest to those in- 
volved in working with consult- 
ing engineers were the adoption 
of an indexing system for engi- 
neer use in filing manufactur- 
ers’ technical data and catalogs, 
and approval of new CEC Me- 
chanical-Electrical Special Con- 
ditions of the Contract. 

CEC also reiterated its oppo- 
sition to competitive bidding, 
issued an invitation to President 
Kennedy to make wide use of 
consulting engineers in the 
government’s fallout shelter 
survey program, and reported 
clearance to proceed with a 
professional insurance program 
for consulting engineers. 

Delegates and observers at 
the convention were encouraged 
by reports of CEC progress in 
its campaign to halt Federal 
encroachment of the private en- 
gineering field. One indication 
of such progress was an appeal 
by Robert L. Moorman, chief en- 
gineer for the development loan 
fund, for the names of consult- 
ing firms interested in inter- 
national work. According to 
Moorman, the new Agency for 
International Development is 
planning, where possible, to 
contract with private enter- 
prise, including consulting engi- 
neers. 

Approval of the publication 
(Continued on Back Page, Col. 1) 


A Tale of Many Cities 


One of the most colorful 
chapters in American history 
consists of the saga of the 
traveling salesman—an _ early- 
day businessman who furnished 
frontier America with rib-pok- 
ing stories of the “drummer” 
and the farmer’s daughter, as 
well as news of the world be- 
yond small town limits. 


Rural America looked to the 
traveling salesman almost as 
much for news and entertain- 
ment as for the goods it needed. 
Traveling men quickly learned 
that when customers listened 
and laughed—they bought. 

So it happened that the legend 
of the drummer as a wicked 
Lothario deliberately was fos- 
tered, and quickly immortalized 
in countless vaudeville skits. 

“Dope’s” father owned a drug- 
store in rural Marshall, Illinois, 


Inside Doe 


By GEORGE F. TAUBENECK 
Learn to live and laugh —thus delay your epitaph 


from 1912 to 1938, and as a 
small boy we chanced to know 
a number of these itinerant 
town criers. 

A particular traveling sales- 
man from a wholesale house in 
Indianapolis is conspicuous 
among our boyhood memories. 
Only name we knew him by was 
“Brownie.’”’” He was short, ro- 
tund, and always good for 
laughs. 

Whenever he came to Mar- 
shall, my father’s City Drug 
Store filled quickly with happily 
expectant citizens. “Brownie” 
merely handed an order book to 
Dad, who wrote his needs in it 
while “Brownie” entertained the 
customers. 

“Dope” learned the business 
value of humor early from this 
fellow. 

Today’s crisp, efficient travel- 
ing salesman bears little resem- 

(Continued on Page 12, Col. 1) 


Ari Exposition To Spotlight 
Wide Range of New Products 


30 Papers, Panels Set for 4-Day Symposium 


By Phil B. Redeker 


LOS ANGELES — The four- 
day technical symposium tn be 
held here in conjunction with the 
12th National Exposition of the 
Air Conditioning, Heating and 
Refrigeration Industry Feb. 12- 
15, 1962 will include presenta- 
tions of papers and discussions 
which will embrace practically 
every phase of operations in 
which the industry engages. 

More than 30 technical papers 
will be presented by top engi- 
neering and executive person- 
nel. Also scheduled are a num- 
ber of panel discussions by 
members of the various associa- 
tions and societies participating 
in the Exposition (the complete 
program is presented at the end 
of this story). 


Speakers and panel members 


include, in addition to such 
leading industry figures as 
Joseph’ B. Elliott, president, 


York Div., Borg-Warner Corp., 
representatives of prominent 
architectural and consulting en- 
gineer organizations. 

All sessions will be held at 
the Biltmore hotel in downtown 
Los Angeles, one of the head- 
quarters hotels for the Exposi- 
tion. The program has been so 
arranged that subjects of in- 
terest to individuals with spe- 
cial sets of interests are 
grouped in particular sessions. 
Thus those attending the Ex- 
position will have the oppor- 
tunity of picking and choosing 
the sessions which will prove 
most informative to them. 

Indicative of the wide range 

(Continued on Page 29, Col. 1) 


LOS ANGELES—Marking 
the first time a national air 
conditioning, heating, and re- 
frigeration industry show will 
be held in the Far West, more 
than 200 exhibitors will put 
their new and improved prod- 
ucts on display Feb. 12-15 at 
the Great Western Exhibit 
Center here in the 12th Expo- 
sition of the Air Conditioning, 
Heating, and Refrigeration 
Industry. 

In a bold move designed to 
spread the Exposition’s bene- 
fits to new and fast-growing 
market areas, the Air-Condi- 
tioning & Refrigeration Insti- 
tute, sponsor of the event, is 
carrying out a long-planned 
program. With the Exposi- 
tion going to the West Coast 
at a time when the southern 
California area is taking over 
as the No. 2 market in the 
country for the industry’s 
products, the response has 
been gratifying, with only 
very little space remaining 
unsold at this time, reports 
H. T. “Hy” Jarvis, president, 
Recold Corp., and ARI Show 
chairman. 

(For a list of exhibitors 
who have contracted for space 
up to this date, see page 
30.) 

Admission to the exposition 
is open to anyone with a legiti- 
mate interest in the industry— 
whether they buy, sell, install, 

(Continued on Page 8, Col. 1) 


5 Growth Markets Cited 


$6 Billion In Air Conditioning Sales 
During Next 5 Years Seen by Wampler 


NEW YORK CITY—Five ex- 
panding markets will produce 
nearly $6 billion in sales for the 
air conditioning industry dur- 
ing the next five years, it was 
predicted by Cloud Wampler, 
chairman of the board of 
Carrier Corp. 

Wampler listed these growth 
markets as central installations 
for homes, industrial plants, 
hospitals, apartments, and 
schools. 

Speaking before a joint meet- 
ing of the American Society of 
Mechanical Engineers and the 
American Society of Heating, 
Refrigerating & Air Condition- 
ing Engineers at the Hotel 
Statler Hilton, he said that the 
$6 billion figure did not include 
office buildings, department 


stores, hotels, other commer- 
cial establishments, and room 
air conditioners in homes. 

Wampler predicted that home- 
owners would spend more than 
$2 billion for central systems 
during the five-year period 
ahead. Industrial plants will ac- 
count for $14 billion in sales, 
hospitals in excess of $1 billion, 
apartments almost $1 billion, 
and schools close to $% billion, 
he said. 

The meeting, a feature of 
the annual convention of the 
mechanical engineers’ group, 
commemorated the introduction 
50 years ago of the late Dr. 
Willis H. Carrier’s scientific 
paper which has been the basis 
of most of today’s air condi- 

(Continued on Page 4, Col. 1) 
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[BR Revises Schedule for 1962 


Carrier Plan Helps Builder Merchandise Whole House 


CHICAGO—A new approach 
to helping builders sell their 
houses is being unveiled by 
Carrier Air Conditioning Co. at 
the National Assn. of Home 
Builders Show here Dec. 3-7 

Frank Purcell, Carrier pack- 
aged equipment sales manager, 
said builders who qualify will 
receive far more than the usual 
advertising and merchandising 
aids supplied by manufacturers 
when their products are in- 
stalled in a new house. 

He said the program also will 
provide Carrier dealers with 
additional benefits to include in 
their selling proposals to build- 
ers. 

“The key element in our pro- 
gram,” said Purcell, “is train- 
ing for the builder’s sales repre- 
sentatives to help them sell the 
whole house rather than just 
the products in it.” 


Parts of the program will be 
offered to builders who install 
Carrier furnaces as well as to 
those who move into year-round 
air conditioning. 

Purcell said the program was 
developed by Carrier’s sales 
training department and is 
based on the company’s 10 
years of experience in helping 
builders sell air conditioned 
houses. 

According to Purcell, trained 
instructors will use films and 


other materials to teach sales- 
men how to size up prospective 
home buyers, determine their 
needs, and emphasize the style 
of house and the features which 
are most likely to stimulate 
their desire to buy. 

The merchandising program 
will include pamphlets, bro- 
chures, and other material spe- 
cially tailored to the builder’s 
own project as well as news re- 
leases prepared by the Carrier 
public relations department. 


Airtemp Names Floyd & Co. In Cincinnati Area 


DAYTON—Floyd & Co., Inc., 
has been named as a distribu- 
tor for Chrysler Airtemp’s 
packaged cooling and heating 
products in the greater Cincin- 
nati area. 

The firm has been in busi- 
ness for 30 years. 


Fred J. Laughna, director of 
sales and distribution at Chrys- 
ler Airtemp, said Floyd & Co.’s 
territory would include the 
seven Ohio counties surround- 
ing Cincinnati, five southeastern 
counties in Indiana, and 13 
counties in northern Kentucky. 


Program of Heating Schools 


NEW YORK CITY—The In- 
stitute of Boiler & Radiator 
Manufacturers has revised the 
schedule for the 1962 program 
of hydronic heating schools. 
The new schedule follows: 

Jan. 16-18, Norfolk, Va.; Jan. 
23-25, Charlotte, N. C.; Jan. 30- 
Feb. 1, Philadelphia; Feb. 6-8, 
Long Island, N. Y.; Feb. 13-15, 
Boston; Feb. 27-March 1, Pitts- 
burgh; March 6-8, Columbus, 


Ohio; March 13-15, Indianap- 
olis; March 20-22, Leuisville, 
Ky.; March 27-29, Pough- 


keepsie, N. Y.; Apri} 3-5, Bing- 
hamton, N. Y.; April 10-12, 
Stamford, Conn.; April 24-26, 
Troy, N. Y.; May 1-3, Saginaw, 
Mich. 

May 8-10, Chicago; May 15- 
17, Tri-City Area (Rock Island 


and Moline, Ill., and Davenport, 
Iowa); May 22-24, Kansas City, 
Mo.; June 12-14, Harrisburg, 
Pa.; June 19-21, Newark, N. J.; 
and June 26-28, Hartford, Conn. 

Tuition fee for the three-day 
school in each city is $42. 
Classes are held from 8:30 a.m. 
to 5:30 p.m. daily. More com- 
plete details can be obtained by 
writing The Institute of Boiler 
& Radiator Manufacturers, 608 
Fifth Ave., New York 20, N. Y. 


October Sales Hit 
All-Time Peak at 
Emerson Radio 


NEW YORK CITY — Benja- 
,min Abrams, president of Em- 


HORIZONTAL FACE 
ULTRA-LOW SILHOUETTE 
only waist high! 


VERTICAL FACE 
ULTRA-SLIM SILHOUETTE 
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corrosion resistant aluminum casing, and 


The low, slim-trim lines of the new Kramer 
air-cooled UNICON-COMPRESSOR give it 
unequaled flexibility in any architectural 
setting. Space saving outdoor design and 
low, low operating weight combine to re- 
duce structural and engineering problems. 


Easy and economical to install, 


the com- 


plete packaged UNICON-COMPRESSOR has 


matchless accessibility for servicing. 


Its 


its frame galvanized after fabrication, 
eliminate painting maintenance. 

And remember—no place in the U. S. A. is 
too hot (or too cold) for the UNICON- 
COMPRESSOR. With the patented Kramer 
Winterstat it will operate any time of the 
year, without adjustment, even in the dead 


of winter. 


Write for bulletin C460B. 


KRAMER TRENTON CoO., Trenton 5, N. J. 


47 YEARS OF CONTINUOUS ACHIEVEMENT IN HEAT TRANSFER 


/erson Radio & Phonograph 
Corp., at a meeting of the com- 
pany’s air conditioner distribu- 
tors, declared that Emerson’s 
over-all sales for October were 
the greatest in the company’s 
history. 

He added that sales and earn- 
ings for the year ended Oct. 31 
were approximately 10% higher 
than those of the previous year. 

Abrams also stated that air 
conditioner sales for fiscal 1961 
have finished ahead of last 
year and that factory inven- 
tories of 1961 models are ex- 
hausted. He voiced an optimis- 
tic outlook for further increased 
sales and profits for the com- 
pany in the 1962 fiscal year. 

The announcements were 
made at a showing of Emer- 
son’s 1962 line of “Quiet Kool’ 
air conditioners held here. 

The new models range in 
cooling capacities from 6,000 to 
24,000 Btu and feature the 
recently-patented “Kool-Mount,” 
Emerson’s “instantaneous auto- 
matic installation” device. 


If Interest Warrants 
San Diego Group 

May Offer Advanced 
Sales Training Course 


SAN DIEGO, Calif.—The Air 
Conditioning Div., Bureau of 
Home Appliances of San Diego 
County, is conducting a mail 
survey to determine how much 
interest exists in an advanced 
sales training course. 

Fred A. Clarke, division co- 
ordinator, noted that during 
October and November, 1960, 
the division sponsored a course 
in “How To Sell Air Condition- 
ing for Profit.” Since then, he 
said, several requests have been 
received for a continuation of 
this course into advanced sales 
applications. 

The advanced course would 
include a brief review of the 
fundamentals covered in the 
beginning course. It would then 
cover specific air conditioning 
sales problems involving certain 
types of buildings and the ap- 
plication of various types of 
equipment to solve these prob- 
lems. It would emphasize the 
sales techniques necessary to 
successfully sell the owners of 
different types of buildings. 

If the survey indicates suffi- 
cient interest, it probably will 
be held in the spring. 


oa . . i eee 4 : 3 ae i gs xe Pie dias aed ag 4 Se aS aes Se) sa 4 Ch SP2 2 ef ; hed 4 eeebir ne 2 ae on Eee 
: ae 
om) _ a 
: — = , a Se SR Beep 8 
me Sea 
eis : 
ae cra ast 
ae He Foner: 
ae seats 
= es a 
Fs ieee 
eon ee 
me ao. 
ae ee 
Bea eons 
= RIN ea. 
ee 
geo % % ‘ ge ; es Ce - Ne Cet 
2 - From the leader in air-cool ; a ee we 
Gee: - 3 gee, 
ee : rom the leader in air-cooled condensing. is pat ae 
7 i @ fee ie Bie no Pen ec ae Ni Ba as Og eR Ss PG aw ne vs Pa pe gine é s oe 
ee bee y Meee Re pes oe, . Ps eet 
pee fod pe _ =| 5 oe g ; A ee 
ee 1 ae ae ewes Me an Se, % te 
nae eles ee ie a ges SR rs Le tigre ae 2 Nee ; : over 
ice 7 ae exe oF re ee ee Oe oe CRS RED Re i ce Sn egg ee 
oui a. E > eer 2 EET 5B oe ae Pe Stites Be oo Bornes or 
see oo ee Cpe ay ie aos ees 
7 Bz om bie ee. 
ge <a eee =. “ 
a - e 3 7 Ae as _ + @ ‘ PA ' sz f sg. £2. & tin i > ee 3 4 be ae 2 F (ee oes ee . 
id 7% va cae Wee re eM x o , - & fei Aw Bae » & , = ee vt = & - ee & ; & iN bo] PA NSIN zz a t: | | ES ieee ee 
"3 Rey i see oa Ra MOE oie oe i Lg ce es Ae ee Be ee me RS ere eee GE Mire ce»: ee Sa ee ee ball _. th fe ae re bro 
= <3 SS Si ae heme Pera cn ie ee Se inca e a eS iia gt Re ieee iain ee st ke) po ee ste 
See ihe we ares * 5 ES n fines . % : . E i. ¥ > c pe fae 
Ges CE ee ates Ft LPs ee a, SR A asie Caen oar Sit Sh os a Bee - ia Sah ame AMON Tie ene. Bae: SIP eR EL Serer oe pete 
te ae ‘ JOR a snp Bacal As a) ree) WR OTe ce RS as ae Ree. Bas ast ae a ee ap ee 
e eee eo en inane ee gent). eee eee ie cg ee rie Mer Se ene ay pe an 
ss Ay i pg os a Si ‘ Pee ee RO. ae em. Beas Sa eae e Be nN eee ae ae: has: 
if? A re a ths agg Sa Es i: teria a SRM epee ee On ee Gee ec fete nde 
Se ee : ace a eM ee OS soo: foes es ee eee 
ee Coenen a. — oa —<— Be ey eee ee or ies erate 
a, Negev Ft = i a a pee ha 2a, ra RR get Ber A eee a 
ao Spl ie en ita A a GORE ag 2! a een ce cs teem Wi Peri 
ay hae a an pe — 5 ii, aa mph deat att Uae ee 
ee ie Ronaee ten eae : ee 2S : ee , ro aoa Beg ae 
ae Be ea ; ean : sot ae ee Sse ear cen se bee 
my eee eo ee mt Gea ee Se ese pei Tee 
ee woe eta ieee Rae Bie oe Sanat Met ee ee "emer rye Peete ee 
= “biti et Vee pts eae " wag a ee ee? ‘i ROPE tc ear 8 a 
Re Bee ys ee tea — a ‘ ss | i me eae Rede ee ita cs 
5 Smee oo si. <n 4/ Se ees, E epee = ee Peete eg ee 
Ens Core ae Bee a | et ee re SS : ae a SaaS 
shee gee ER Gi 2 BR |S \ ae pee ee gz 5: eae 
BS MOR TIE Rss aa ee esis ‘ ee ae $ ie, " San ccd ¥ eae IS 7 =e nit Bay " 
4, SAS = BOISE ste oth Be aa ee S ~ @ ee : ee zi eee 
ee bd] x eo eA i peat at See ee ae " FA ea F ee a q ! eae 2 
oe a ea ems ras eens ¢ (o emener eee ee a Bei eee “ : aes ae 
‘ Se eer eae pia apres ori. i] tee Paces | Bir © Seem wats 
ri oa 7 ae is A See Seer, 7 7 ae og aa eon 
ae leg F . ——a7 — = | oy, Dees 7 Bact ie eee 
nelle j ne : inl ee a. : Bhosle : ie Wes 
if Maan: ee Se = aie 4 Pian Te. aan ees ae eee Sa a f \ 5 
af ; ie re een ee - oS aie Se ues = 
ges : “i peewee.” <a bat is Goes ela eee re : : 
aes ne 8 Ataee SK Pa Pe 2 SS = en ee a pe ‘ fe 2 2 
ae Z oe o ta Goce pieesos Soke eee ees goers 5 
ji Pe 2 Sales a ee ene Oe ce, | Soe Le io Gee wee” =—| tee eer eae 
a oe eee Ale 0a! Ceram eae Soe ae pe ae ee eee age 
a eae = mee ee De eee oe Tee See ee ae yee eee 
a 7 an ne RNS os NS oy ieee fae Saad pease eres te aA : : 
, ; Le a <n ee i -  . ¢coapesion. ae 
ae f oe * ; 4 en we Wile. . ae , CO) ‘4 H Cc ee ai oe as ; bs Sel el 
: et 4 oe ; ; SS. SR eee ee “ACCESS PANEL 3 ae ae 
fie ae ey ** et Matas 4 * eva ed NpUNIS rete (o>: Saat tae Sesto 2 boas 
. <4 Rs = f Sortie See * ies Bo aemeyEn oa SS eae a : fircorbe: 
: =f: Ermey ® “ oe. a i } 3 eee wv og aig SEY et eee seat ; ry 
[| ie 86 ee + Me tere os ane Paes 
: —. ess ee 1 a Se Sa ees ie Re he te em NCAT Oe ae ; : oar oa 
; S a —— Si. RE a : ae ae ee cata tiy ; Soka : us Ae 
oe nee ot eee ne 7 Bee: ies ‘ae Pg | Se i ae Tk , So ened ie ; : 4 
: : of ae oe oe a ae A. cag be Se € a aliens Gat 
: a nh ow Vie ee feo Si ay ae Oa * pee ig ce 
4 S 5 ane noe f 2 eae < a oe { 4 i Bes. es ae wit a 
; “a he ; yea a a lead OR Beare tf Ee a 
se : be pee Gee pet E ze e 3 aes i | a 
Pek. . bi sae E a ; ese ; i 
e § oe bi . Aged pi as, x z 4 if 4 ] Pee 4 
: i = 4 oe : ; ie ie Ay if : ; | ® : 2 
: y —_" —~— = ' 3 ; : / / ) 2 
ee : Sc ea t = ‘ + Me : d d 4 ed 
rf ite Pt era oe ean : toa 5 re" a i y ‘i 
; : bess. " f eee ¥ ae : 
, — ee 7 aa si i i ie 
ie Ri ‘ ' = ‘ eeeeetr eae, i 
Z a aera 
ae. = ’ e : 
5 ‘ ; “ Be e 
: E — ern tins 
ee a ay i; | 
. se ; 
re ee £. Ze ae * - q q TOA \ oes : 
Patat B25 nt ae : iano y Ge z bye ae = 
Mes ki - ¥ ree eee a) ~ ae a 
: toe Pg : FROM A NGLE OURC ae 
He Be Pe . dae , ites cones a eee pace Canes ake NS ais est % 
k : > A *. ne tis . * 
ee ee 
> | 7 
| 
; 2 : 
pen 
aka ee = foi, Raa or Sana Ber pote ‘J ‘ ; i al eae i ae : ; + se z ys : 


Air Conditioning, Heating & Refrigeration News, December 4, 1961 


Industry To Gather In Los Angeles Feb. 12-15 for Exposition, Conventions 


Exposition- - 


(Continued from Page 1) 


service, or specify the industry’s 
products. All visitors must 
register and receive a badge of 
admission. Main _ registration 
desk will be at the Great West- 
ern Exhibit Center, but there 
will be many opportunities af- 
forded for pre-registration. 
Show attendance is expected 
to equal if not exceed the 10,000 
and more that have been the 
rule at previous ARI shows. Two 
industry associations—Air Con- 
ditioning & Refrigeration Whole- 
salers (ARW) and Refrigeration 
& Air Conditioning Contractors 
Association (RACCA)—will hold 


Exposition hours Feb. 12-15 
are scheduled as follows: 


Special Social Program Announced 


LOS ANGELES —A special 
social program, designed to 
bring together members of the 
industry attending the 12th Ex- 
position of the Industry here 
Feb. 12-15 in a relaxed and in- 
formal atmosphere, has been de- 
veloped under the auspices of 
ARI and other cooperating as- 
sociations, with George Schnier, 
sales manager, American Potash 
& Chemical Corp., being pro- 
gram chairman, and Thom 
Muir, executive vice president 
of ARW, acting as coordinator. 

First event will be a “Presi- 
dent’s Reception” which will be 
held in the Biltmore hotel Sun- 
day afternoon, Feb. 11, start- 
ing at 4:30 p.m. and continu- 
ing through to 7 p.m. 

“Primary idea behind this re- 


ception,” Muir explains, ‘will be 
to provide a place for all who 
are in Los Angeles to attend 
the Exposition to come and just 
meet their fellow members of 
the industry who are in town 
for the same reason. 

“The presidents of the vari- 
ous associations participating in 
Show Week and their wives will 
act as the hosts and hostesses 
at this reception and will greet 
all attendees as they come in. 
There will be no planned pro- 
gram, but we hope that the 
atmosphere generated will be 
such as to set the stage for the 
‘Let’s Keep the Industry Grow- 
ing’ theme of Show Week. 

“Light refreshment will be 
served and there will also be 
some entertainment in the form 


of strolling musicians.” 

The second activity in this 
program will be in the form of 
an “All Industry Mardi Gras” 
evening Feb. 13 at the Biltmore 
hotel. Says Muir in describing 
this event: 

“The Mardi Gras evening will 
open with a reception probably 
starting at 7 p.m. and continu- 
ing until 8 p.m. This will be 
something more than just the 
standard ‘stand around and 
drink and talk’ reception, be- 
cause there will be some sur- 
prise events and activities that 
will not be announced before- 
hand. 

“Following the reception, all 
attendees will go into another 
room for dinner, and again this 
will be in a somewhat different 
format than the usual formal 
dinner. 

“Following dinner there will 


be the special Mardi Gras pro- 
gram which we know will be 
enjoyed by all those who attend. 
And this evening, of course, 
will afford another opportunity 
for those attending the Exposi- 
tion to get together and talk in 
pleasant and relaxed circum- 
stances.” 

Industry associations who are 
meeting in Los Angeles during 
Show Week will also be holding 
some social events of their own, 
but these will be planned so as 
not to conflict with the All- 
Industry Program. 


For Your Reprint Copy 
“Emergency Diagnosis, Repair of Her- 
metic Unit Electric Components,” by 
John L. Zant, mail this ad with your 
name and address to: Air Condition- 
ing, Heating & Refrigeration News, 
450 W. Fort, Detroit 26, Mich. 

Only 25¢ each. | 


Monday, 2 to 10 p.m. c 
Tuesday, 10 a.m. to 6 p.m. 

Wednesday, 10 a.m. to 6 p.m. 
Thursday, 10 a.m. to 4 pm. 


their annual conventions at the 
time of the Show, and a number 
of other groups will actively 
participate. These include: Na- 
tional Warm Air Heating & Air 
Conditioning Assn., Northameri- 
can Heating & Air Conditioning 
Wholesalers Assn., Refrigera- 
tion Service Engineers Society, 
and Western Air Conditioning 
Industries Assn. 

A special technical symposium 
program (see accompanying 
story) to be held during Show 
Week, probably the most com- 
prehensive program of its type 
ever to be assembled for an 
industry gathering, should prove 
to be a major added attraction. 

A survey of exhibitors’ plans, 
says Jarvis, indicates that the 
12th Exposition will offer a 
wider range and variety of 
product display than at any pre- 
vious show. 

The Biltmore and_ Statler 
hotels will be headquarters for 
12th Exposition activities, and 
the Biltmore will be the site of 
the convention and _ technical 
symposium sessions. However, 
there are many other good 
hotels with reasonable rates in 
the central Los Angeles area, 
such as the Figueroa, and there 
are of course many hotels and 
motels in the whole Los Angeles 
area that are within a short trip 
to the Great Western Exhibit 
Center, which is located just off 
one of the city’s main freeways. 

Special transportation will be 
provided from the central Los 
Angeles area. The distance from 
the headquarters hotels to the 
Great Western Exhibit Center 
is about six miles by automobile. 
Special shuttle buses with tickets 
priced at “$1 for all day” will 
operate at frequent intervals 
from the headquarters hotels. 


Howard To Bow Products 


PHILADELPHIA — Howard 
Refrigerator Co., Inc., will an- 
nounce its new models of com- 
mercial refrigeration products 
in a series of general sales 
meetings of field sales repre- 
sentatives to be held Dec. 13, 
14, and 15 at its new factory 
building. 

The new products will be pre- 
sented with new promotional 
material including an “advanced 


designed” catalog. 


STANDARD 
water-cooled 
CONDENSERS 


and LIQUID 
RECEIVE 


Write for our Catalog 


STANDARD REFRIGERATION COMPANY 


4 VERTICAL 
RECEIVER 


RS 


conditions. 


capacity charts available. 
original equipment by leading 
Sold 


conditioning and refrigeration whole- 


manufacturers. 


salers everywhere. 


Manufacturers of LIQUID RECEIVERS, SHELL and TUBE, 
SHELL and COIL, and COUNTERFLOW CONDENSERS 


Uational Distributor for Primare Rotalock Values 


HP. 
to 30 H.P. 


cece eo ee eee 


U.L. or A.S.M.E. tagged 


HORIZONTAL 
4 RECEIVER 
4 SST CONDENSER 
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STANDARD CONDENSERS and 
RECEIVERS are widely known for 
fine performance and dependability. 
Rated capacities under all operating 
Simplified and readable 


Used as 


thru. air 


3014 FILLMORE ST. 
CHICAGO 12, ILL. 
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$6 Billion of Sales In 5 Years-- 


(Continued from Page 1, Col. 5) 


tioning engineering calculations. 

In a talk on “The Legacy of 
Willis Carrier,” Wampler re- 
ported on growth still to come 
both in markets and in air con- 
ditioning technology. 

As an example of the latter, 
he described a_ thermoelectric 
heating and cooling unit occu- 
pying less than a cubic foot of 
space, which Carrier will de- 
liver to the Navy next spring. 
Two units of this size would 
supply enough cooling for the 
average three-bedroom, 1,200- 
sq ft house, he said. 

“No one of us can now pre- 
dict when thermoelectric air 
conditioning will become prac- 
tical for residential or commer- 
cial applications, but I cannot 
imagine a more exciting area 
for research.” 

Discussing home air condi- 
tioning, Wampler said 234,000 


central systems would be in- 
stalled by the industry during 
1961 at a retail value of about 
$14 billion. He predicted in- 
stallations of nearly 1,600,000 
homes over the next five years 
requiring between 4% and 5 
million tons of cooling capacity. 

He said Carrier forecasts in- 
dicate that by 1966 one out of 
every 10 single-family, owner- 
occupied houses in sound con- 
dition will be air conditioned 
with the grand total being 
nearly 3 million. 

In describing the industrial 
market potential, Wampler esti- 
mated air conditioned produc- 
tion space today at less than 
10% of the nation’s 6 billion 
square feet of manufacturing 
area. A growing interest in fac- 
tory air conditioning as a 
means of assisting human pro- 
ductivity, improving morale, 
and reducing absenteeism and 
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labor turnover was noted. 

He estimated that over $18 
billion in new production facili- 
ties would be constructed dur- 
ing the next five years, and that 
air conditioning installations in 
many of these and in facilities 
already in existence would total 
at least 2 million tons of cool- 
ing capacity. 

Hospital air conditioning dur- 
ing the next five years will 
probably account for 1,400,000 
tons of cooling capacity, the 
Carrier executive declared. He 
cited a trend of the last few 
years toward air conditioning 
spaces containing patient beds 
in addition to special purpose 
areas such as operating rooms 
as one of the factors. 

He described a recent survey 
of hospital administrators in 
which a majority expressed an 
opinion that air conditioning 
aids patient recovery, increases 
staff efficiency, makes house- 
keeping easier, and prevents 
the spread of odors. 


“Tt appears likely,” he added, 
“that among general hospitals 
used by the average citizen for 
short-term ailments, more than 
60% of the patient bed areas 
will be air conditioned by 1966.” 

Wampler reported that the 
apartment house market would 
require about 1%, million tons 
of cooling during the next five 
years. 

“It is estimated that more 
than 1,600,000 apartments in 
buildings containing five or 
more units will be provided dur- 
ing this period and about one 
million of these will be air con- 
ditioned,” he said. 

A steady rise in summer 
school enrollment, the develop- 
ment of new teaching tech- 
niques, and money-saving de- 
sign opportunities afforded by 
air conditioning were described 
as three factors which are ex- 
pected to open up the market 
for school air conditioning. 

Wampler said that about one 
in 20 new primary and second- 


ary schools built in 1961 is 
being completely air conditioned 
compared with less than 1% of 
the nation’s 1,340,000 public 
school classrooms air condi- 
tioned as of the end of 1960. 
He estimated that 750,000 tons 
of cooling capacity would be 
supplied to schools and col- 
leges during the next five years. 


FTC Raps-- 


(Continued from Page 1, Col. 1) 

Granting an appeal by FTC 
staff counsel, the commission 
vacated an initial decision by 
Hearing Examiner William L. 
Pack which would have dis- 
missed an FTC complaint filed 
against Snap-On on April 10, 
1958. 

The examiner ruled that the 
complaint “had not been sus- 
tained except as to the issue of 
the geographical limitation 
upon the right of former deal- 
ers to engage in a similar busi- 
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THERMO" VALVE. 


THERMO VALVE SELECTION TABLES 
FURNISHED ON REQUEST. 


B - 
The one complete line of refrigerant cauhiies Thermostatic Expansion Valves * Refrigerant Distributors ° Solenoid Valves 
Refrigerant Filter-Driers * Suction Line Regulators * Flooded Evaporator Controls and Reversing Valves 


ALCO ENGINEERED 
COMMERCIAL 
APPLICATIONS 
HI-TEMP...LO-TEMP. 


Chansge eopocity 


changes. 
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REDUCES VALVE INVENTORY 3 to 1 


2 discharge tubes—.093 orifice diameter 
and .120 orifice diameter are packaged 
with each ALCO TK THERMO VALVE 
for convenient “on the job” capacity 


Y QOatity st 3 


wee 


ALCO 


“ness, and that as to this issue 


an order to cease and desist is 
unwarranted in view of the dis- 
continuance of this restriction.” 

In its opinion by Commis- 
sioner Philip Elman, however, 
the commission held that the 
examiner erred in not consider- 
ing all of the challenged prac- 
tices “as related and compo- 
nent parts of an entire course 
of dealing.” 

“Viewed in this way,” Com- 
missioner Elman added, “we 
find that they constitute unfair 
acts and practices, and an un- 
fair method of competition, in 
commerce in violation of Sec- 
tion 5 of the Federal Trade 
Commission Act.” 

“In considering the lawful- 
ness of Snap-On’s distribution 
system,” Elman said, “. . . our 
inquiry is not whether a par- 
ticular restraint upon an indi- 
vidual distributor is _ illegal 
per se, but rather whether all 
of the restraints imposed upon 
all of the respondent’s dealers 
suppressed competition in the 
distribution of its products. 
Acts which may be lawful in 
themselves have long been held 
unlawful where they form a 
part of a course of action un- 
reasonably in restraint of com- 
petition. Swift & Co. v. United 
States, 196 U.S. 375 (1905).” 


Appeal May Ask FTC 
To Stick to Record 


KENOSHA, Wis.—An official 
of Snap-On Tools Corp. here 
said the company plans to ap- 
peal to the courts a part of the 
Federal Trade Commission order 
“in the hope that the FTC may 
be required to limit its findings 
and orders to the facts in the 
record.” 

R. L. Grover, vice president, 
said the company’s main concern 
with the FTC ruling “is the as- 
sertion by the commission of a 
theory which attributes _ille- 
gality to the assignment of 
territories to dealers for sales 
and services.” 

Snap-On also declared that 
its dealer contracts do not set 
“fair trade” minimum prices or 
seek to limit the types of cus- 
tomers served by dealers. The 
company also stated that pres- 
ent contracts do not prevent a 
dealer from entering into imme- 
diate competition upon termina- 
tion of his contract. 
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NEW TA 22G/TXA 22C 
UNITS DRASTICALLY RE- 
DUCE INSTALLATION 
COST . . . COMBINE ALL 
THE FLEXIBILITY OF A 
SPLIT SYSTEM WITH THE 
MANY FACTORY-SEALED 
ADVANTAGES OF AN 
INTEGRAL UNIT. 


NOW, G. E. BRINGS YOU 
AN EXCITING CONCEPT 
IN RESIDENTIAL CEN- 
TRAL AIR CONDITION- 
ING. INSTALLATION IS 
EASY AND INEXPENSIVE, 
THANKS TO ‘‘QUICK- 
ATTACH” LINES THAT 
ELIMINATE BREAKING A 
LARGE HOLE IN THE 
WALL TO ALLOW PAS- 


SAGE OF THE EVAPORA- 
TOR COIL. OPERATION 
COST IS LOW, BECAUSE 
ALL COMPONENTS ARE 
FACTORY-CHARGED, DE- 
SIGNED AND WIRED TO 
GIVE MAXIMUM COOL- 
ING AT MINIMUM EX- 
PENSE. THERE ARE NO 
LINES TO ASSEMBLE OR 
CUT, NO PURGING, 
CHARGING OR EVACUAT- 
ING, AND NO BRAZING. 


THE TA 22G/TXA 22C 
WILL SAVE YOU TIME 
AND MONEY... GIVE 
YOU A TREMENDOUS 
ADVANTAGE IN COMPET- 
ITIVE ESTIMATES. FOR 
COMPLETE INFORMA- 


General Electric 
Qesire -4VTE Ft 


A 


Central Air Conditioners, 


can be connected 
through a hole in the 
wall this size 


TION, CONTACT YOUR 
G. E. DISTRIBUTOR, OR 
WRITE TO: GENERAL 
ELECTRIC COMPANY, 
AIR CONDITIONING DE- 
PARTMENT, CENTRAL 
AIR CONDITIONER SEC- 
TION, TYLER, TEXAS. 


FACTORY-SEALED 
CONDENSING UNIT. 
WEATHERPROOF, 


CHARGED AND HER- 
METICALLY SEALED AT 
THE FACTORY. CON- 
DENSER COIL—DEVEL- 
OPED BY G. E. — CON- 
SISTS OF THOUSANDS 
OF TINY ALUMINUM 
““SPINES"’ THAT COOL 
50% MORE EFFICIENTLY 
THAN CONVENTIONAL 
PLATE FINS. 


FACTORY-SEALED RE- 
FRIGERANT LINES. 
AVAILABLE IN 25’, 32’ 


AND 40’ LENGTHS. 
PURGED, CHARGED AND 
EVACUATED. ‘‘QUICK- 
ATTACH" COUPLINGS 
GIVE EFFECTIVE “PLUG- 
IN’’ HERMETIC JOINT 
WITH JUST A FEW 
TURNS OF A WRENCH. 


FACTORY-SEALED COOL- 
ING COILS. THOROUGH- 
LY DEHYDRATED, EVAC- 
UATED, CHECKED FOR 


LEAKS . . . THEN FAC- 
TORY-CHARGED AND 
SEALED UNDER RIGID 
TEMPERATURE AND 
PRESSURE CONTROLS. 


GENERAL 
ELECTRIC 


Air Conditioning Dept. Tyler, Texas 
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Marketing Team 


Mfrs., Distributors, Dealers Have Positions To Play 


By George Long, Manager of Distributor Sales, 
Carrier Air Conditioning Co. 


You know, every baseball 
team could use a man who can 
play every position superbly 
and never makes an error. But 
‘ there’s no way to make him lay 
down his hot dog and come out 
of the grandstand. 

Well, most of us can’t play 
every position superbly. It 
takes a long time to learn one 
job. There are manufacturers, 
distributors, and dealers, for 
instance. This route to market 
involves a lot of teamwork. 
There have to be a lot of con- 
ferences around the pitcher’s 
mound before anyone can wind 
up and pitch at the customer. 

There is a tendency for every- 


body on the team to think he 
has the toughest job—the hot 
corner, so to speak. Business- 
men always suspect that some- 
body else has a “better deal.” 

The simple fact is that each 
member of the marketing team 
has to think about his own 
problem and think about the 
other fellow’s job as it relates 
to his, too. 

Now you may think that 
product research and develop- 
ment is strictly a manufactur- 
er’s problem. Essentially it is. 
But contractors, dealers, and 
distributors can contribute here, 
too. They can dream a little, 
feed some of their ideas back 
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to the manufacturer. 

Play your position and help 
the manufacturer play his. 

What about service? Sure, 
the manufacturer has a service 
manager and a parts depart- 
ment. He probably gets out 
service manuals and maybe even 
a regular publication or bulle- 
tin for the distributors’ and 
dealers’ service managers. 

There has to be plenty of 
feedback in this type of an op- 
eration. Trouble shows up at 
the dealer-customer level. The 
manufacturer knows what you 
tell him. And he has a respon- 
sibility to listen. 

Sometimes, though you have 
to remember that a manufac- 
turer is nationwide in his op- 
erations. A distributor or dealer 


may have local problems as to 
product design or performance, 
or merchandising methods. If a 
manufacturer were to come out 
with a unit designed for one 
region, the price tag might be 
so high on small volume, that 
the dealer couldn’t touch the 
stuff. 

There’s the story about the 
woman complaining to _ the 
marital counselor that her hus- 
band snored. “So what,” said 
the counselor, “lots of hus- 
bands snore.” 

“Yes,” she said, “but Joe is a 
ventriloquist and he snores on 
both sides of me at once.” 

Waste takes place when a 
national manufacturer spends 
millions on national advertising 
and sales promotion—and then 
the distributor and dealer don’t 
move in on it and tie in with 
it. 

Waste takes place when the 
local dealer comes up with his 
own sales and advertising plan 


which resembles nothing else 
being done by others on his 
team. Again, effectiveness is 
usually lost. 


How To Stop Waste 
In Merchandising 


We can stop this waste of 
millions of dollars a year—and 
sell more goods or services. 

What, you ask, is merchan- 
dising anyway? 

It is a combination of adver- 
tising, sales promotion, and 
sales manpower to soften up, 
convince, and sell prospects. 

Perhaps the real question is 
“How much and by whom?” 

Each year manufacturers 
spend millions of dollars in na- 
tional advertising and publicity 
— magazines — radio — TV — 
newspapers, etc. 

Advertising creates desire 
and builds trade names. Sales 
promotion sells products. 

What may be called sales 
promotion material by a manu- 


@facturer may be a dealer’s ad- 


The B&G Package Liquid Cooler is now available 
with two complete refrigeration circuits...dual com- 
pressors, dual condensers and a single evaporator! It 
has a capacity reduction of 25%—in stages of 100, 
75, 50 and 25%. All operative and safety controls are 
installed and pre-wired. 

An outstanding feature is the automatic lead-lag 
selector switch. In operation, No. 1 motor and com- 
pressor handle the load until cooling requirements are 
satisfied or until No. 2 unit needs to be called into use. 
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MODULAR PACKAGES 


M-Pak units make it possible to build 
up from factory stock a comprehen- 
sive line of motor compressors, con- 
densing units and package liquid cool- 
ers. Starting with five basic compres- 
sors, other stocked components are 
added to make up the unit desired. 
M-Pak Modular Packages are avail- 
able for prompt delivery in capacities 


from 7}4 to 150 tons. 
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oD COMPLETE CIRCUITS WITH AUTOMATIC LEAD-LAG 


On the next starting, No. 2 unit picks up the load. 
Therefore each motor and compressor gets equal usage! 
This dual arrangement is also valuable because it 
provides stand-by protection in case of emergencies. 

Remember, too, that all major parts of BaG 
“package”’ units are manufactured and guaranteed 
by Bell & Gossett Company...one responsibility for 


satisfactory operation. 


Send for complete engineering data on BaG Air 
Conditioning and Refrigeration equipment. 


BELL & GOSSETT 


Cc OM P AN Y 
Dept. GX-47, Morton Grove, Ili. 


Canadian Licensee: S. A. Armstrong, Ltd., 
1400 O'Connor Drive, Toronto 16, Ontario 
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vertising. 

Think of it this way . . . your 
manufacturer sponsors a na- 
tional television program — 
that’s advertising. However, the 
one-minute TV spot films he 
supplies you for local tie-in 
(your part of the team effort) 
are called Sales Promotion. 
But when you, as a dealer, run 
those spot films they are ad- 
vertising to you. When your 
manufacturer produces a news- 
paper ad mat, it is his sales 
promotion; when you run that 
ad mat in your hometown paper 
that is your advertising. 

There are dealers and con- 
tractors today who are certain 
in their own minds that their 
manufacturers should eliminate 
national advertising and pass 
those dollars on to them for 
local promotion. Actually ‘“na- 
tional advertising” is only ‘‘na- 
tional” in origin. In fact, it is 
very local in nature ... it’s as 
local as a West Texas train. 

The point is, the alert dealer 
ean utilize “national” advertis- 
ing and cash in on it by using 
the local sales promotional 
tools supplied by manufactur- 
ers and distributors. 


What Is Best Kind 
Of Sales Promotion? 


You might ask, “What is the 
best kind of sales promotion for 
me?” That is difficult to answer. 

There are so many kinds of 
sales promotions that they can- 
not be enumerated. For in- 
stance: 

When the Fuller brush man 
gives your wife a gift to get his 
foot in the door .. . that’s sales 
promotion. 

The fan that blows the smell 


Often pays for itself on one tube job. 


The Cap. Tube Cleaner can 
also be used to wash out cap. 
tubes after burn-outs. The 
FREON 11 will in no way 
damage the BUNA-N rubber 
components. 

at your FAVORITE WHOLESALERS or 


Southgate Tool & Die Co., 
P.0. Box B-1097, Southgate, Mich. 
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of hot roasted peanuts into the 
street ... that sales promotion. 

There are blotters and paper- 
weights, searchlights and 
blimps, literature and booklets. 

For air conditioning dealers, 
there are direct mail, newspaper 
advertising, radio, TV, bill- 
boards, home shows, and a lot 
of other things. 

When you produce a cam- 
paign of your own, don’t in- 
dulge in false economy. Get the 
help of competent people... 
your distributor’s salesman, 
your manufacturer’s salesman, 
advertising agencies, letter 
shops, or creative promoters. A 
well-designed professional job 
will do more for you and cost 
you less, when compared 
against resuits. 


Dealer, Distributor, 
Builder Worked as Team 
Over in Texas City last win- 
ter a builder was opening a 
housing project air conditioned 
with Carrier heat pumps. One, 


vince, and sell prospects.’ 


MERCHANDISING is a combination of advertising, 
sales promotion, and sales manpower to soften up, con- 


Cadillacs, Continentals, Im- 
perials, and Thunderbirds sell 
by the Thousand. 

When he gets through selling 
quality of his product, the 
dealer can sell his own quality. 
He can sell his reputation, his 
know-how, his engineering, his 
service, his finance plan. The 
distributor can do _ likewise 
when he approaches the dealer. 

So why be afraid of price? 
People will pay for quality if 
they are convinced the value is 
there. 

Many individuals posing as 
salesmen today actually dislike 
real selling. Behind their dis- 
like is a fear of selling. They 
like it only so long as they can 
treat their job as they could a 
milk route, but when it comes 


to selling the prospect who has 
to be sold, they are fearful. 

Remind these men _ that 
Robert Louis Stevenson said: 
“Everyone lives by selling 
something.” 


You May Have Salesmen 
Who Are Not In Sales Jobs 


Many manufacturers set up 
sales training programs which 
in turn produce tried and suc- 
cessful sales patterns and ap- 
proaches. If you have access to 
these, put some of your “plod- 
ders’ between the handles of 
such ready-made plows. Or use 
them to make salesmen out of 
reliable likely people who may 
now be in other jobs in your 
own organization. 

A dealer in Louisville sent a 


purchasing agent to our sales 
training school for a three-week 
course. On his return, he used 
his training conscientiously, 
closed 26 out of the first 32 
calls he made on central resi- 
dential air conditioning instal- 
lations of existing homes. 


Need To Persuade Dealer 


The problem is to persuade a 
dealer to pick up and use a pro- 
gram we know will work. 

One time some Scotsmen were 
taking a train to a convention. 
They met at the railroad sta- 
tion and discovered there were 
13 of them. Not wishing to 
tempt Providence, they flipped 
a coin to see which one of them 
would remain behind. Unfortu- 
nately the coin fell under the 
rails, and all 13 missed the 
train. 

We need less of every man 
for himself scrambling for 
pennies while big opportunities 
pass unheeded. Be a member of 
the team! 


Remington Names 


James H. Bennett 


AUBURN, N. Y.—James H. 
Bennett, formerly systems heat- 
ing and air conditioning engi- 
neer for Carolina mm 
Power & Light | 
Co., Raleigh, has 
been appointed 
southeastern re- 
gional manager 
of Remington 
Corp., manufac- 
turer of air con- 
ditioning equip- 
ment, it has been J- H. Bennett 
announced by E. Moise Johnson, 
vice president. 

From his headquarters in At- 
lanta, Bennett will supervise 
and direct the air conditioning 
systems marketing activities of 
Remington sales engineers in 
the Carolinas, Georgia, Florida, 
Alabama, Mississippi, Louisi- 
ana, and Tennessee, Johnson 
stated. 


$4, 


distributor salesman and the 
dealer met with the builder and 
helped him size up the advan- 
tages of his houses. The builder 
hit up all the national suppliers 
of equipment for promotional 
money. All told he came up with 
a kitty of $27,000—not bad for 
a small builder. 

Then he engaged the adver- 
tising agency which served our 
Carrier distributor to devise a 
plan of action and ad program. 
They came up with a billboard 
campaign, newspaper and radio 
advertising programmed out for 
a six month period, but concen- 
trated just before the date of 
the opening of six model homes. 


30,000 Poured 
Through Houses 


The result was a crowd of 
11,000 poured through the 
project on the opening weekend 
and 19,000 more followed on 
the two succeeding weeks. On 
the scene, visitors were greeted 
with all kinds of display and 
give-away material. 

The builder was off to a fly- 
ing start with 15 immediate 
sales and actually “stretched 
out” his advertising program 
so he could catch up with 
orders. 

Here is a case where a dis- 
tributor salesman didn’t stop 
with getting an order. He took 
a good look at the other fel- 
low’s problem: the dealer who 
was good at installing equip- 
ment, but short on merchandis- 
ing; the builder who was thin 
on promotion budget, but had a 
good product to sell; a lot of 
national manufacturers who 
wanted and budgeted for this 
exposure of their product on 
the local scene where sales are 
made. 


Effort, Initiative 
Drive Necessary 


Successful merchandising 
takes effort, initiative, and 
drive. 


So often today, the dealer 
complains about price. I say 
price is not the answer! The 
customer will buy quality if 
quality is clearly spelled out to 
him. If the national manufac- 
turer has done his job well, the 
brand name alone will help sell. 

Gillette is moving millions of 
new razor blades priced 50% 
above their old “quality line,” 
the Blue blade. Papermate pen 
sells a diamond tipped model. 


American-Standard Controls Division’s new 900 expansion valve is compact, 
yet has the capacity to a big job. Part of the thermostatic power element is a 
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length of copper capillary tube made by Wolverine Tube, Division of Calumet 
& Hecla, Inc. The tube helps form the sensing device that modulates the valve. 
Wolverine small diameter control tube is selected because of its inherent 
quality and adherence to specifications. It is used not only by American- 
Standard Controls Division, but by many other control manufacturers. 
Some prefer it in straight lengths, while others buy it in level wound coils 
that fit right into production lines. In the latter case, Wolverine can furnish 
control tube in lengths up to 4000 feet. It is available in sizes ranging from 
.062” to .248” O.D. with wall thicknesses from .010” to .083” maximum... . 
and plain or electro-tinned. 
Control tube is typical of the many products with which Wolverine has 
served the refrigeration and air conditioning industries for so many years. 
Join today the list of leaders who depend upon Wolverine Tube. Just 
write—right now! 
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WOLVERINE TUBE 


DIVISION OF 


Calumet-« Hecla, Inc. 


DEPT. T, 17246 SOUTHFIELD RD., ALLEN PARK, MICH. 
TUBEMANSHIP in Copper—Copper Alloys— Aluminum —Special Metals 


PLANTS IN DETROIT AND INKSTER, MICHIGAN AND DECATUR, ALABAMA. 
SALES OFFICES IN PRINCIPAL CITIES. 
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There ARE Good Salesmen 


By Thom Muir, Executive Vice President, 
Air-Conditioning & Refrigeration Wholesalers 


A common cry of manufac- 
turers, wholesalers, and con- 
tractors nowadays is: “Give us 
better salesmen.” 

Let’s set the record straight. 
We've got some darn good sales- 
men in our industry today. In 
the past two years, I have had 
the opportunity of looking over 
the shoulder of manufacturers, 
wholesalers, and _ contractors. 

At the manufacturing level 
... there is a Midwest company 
that is a shining example of a 


good sales team. In talking to 
wholesalers and contractors... 
this company has earned a 
reputation that is outstanding. 
In answer to my question, “who 
does the best job in selling 
you?’’, the name of this com- 
pany is mentioned. 

At the wholesale level... 
there are many organizations I 
could point to... but a South- 
west organization stands out in 
my mind as one with a tremen- 
dous sales team. 


In Arizona, there is a con- 
tractor organization with a 
sales team that would be the 
envy of any contractor in the 
country. 

While each of these organiza- 
tions function at a different 
level . with a completely 
different type of sales problem 
. . . they have a great deal in 
common. Let’s look at these 
common elements of success in 
their selling. 

First and paramount is man- 
agement’s awareness of the im- 
portance of a good _ sales 
organization. Sometime in the 


past ... these managements set 
the guidelines for the type of 
sales organization they wanted. 
This encompassed the outline of 
what was needed in the man 
who would represent them as a 
salesman. 

The failure of management 
to set up such guidelines and 
requirements results all too 
often in disappointment for the 
company and for the man. 


Building Sales Team 


Now, the next step as to com- 
mon elements of success in 
building a sales team. 

The objectives of the com- 
pany are spelled out over and 
over to the man. This is our 


” ase “B" 


How settings are locked 


Where it is desirable to lock set- 
tings, installer removes cover and 
pushes out factory-installed key “B” 
from each adjusting knob. This dis- 
connects knob from adjusting shaft. 
Then, user may insert special key 
“A” (supplied for key chain use) 
through knob slot and turn to make 
desired settings . . . remove key and 
thermostat is locked as adjusted. 


Take your choice...heating, cooling or 


installations. 


Bulletin 3233. 


heating-cooling...each features unique, 
easy-to-use, locking-type knobs 


Here’s the line voltage thermostat that has “everything” desired for ac- 
curately controlling temperature in motels, schools, offices and similar 


It has easy-to-read temperature and function selector dials. It has an 
accurate bimetallic thermometer with vertical dial. It has exclusive, lock- 
ing type adjusting knobs, attached to cover but connected to adjusting 
shafts by factory-installed “keys” within the knobs. It has a unique, 
built-in but concealed adjustable high limit stop for temperature dial. 
It has an unusually sensitive element and mechanism which provide low 
operating differential at all voltages and all amperages within its rating. 
It has easiest “field wiring” ever...simply connect to large terminals 
on back of thermostat. And, it has modern “thin-line”, compact styling. 
Learn more about this new thermostat... write to the Penn factory for 


PEMM COMTROLS, VVC. ses, nian 


EXPORT DIVISION: 27 E. 38th S1., NEW YORK, N.Y. 


AUTOMATIC CONTROLS FOR HEATING, REFRIGERATION, AIR CONDITIONING, APPLIANCES, PUMPS, AIR COMPRESSORS, ENGINES 


Sales Academy 


product ... here it how it fits 
or works . . . this is why it is 
better than any other. Here is 
whom we sell and how to sell. 

No man is sent out to sell 
until he is aware of everything 
that goes on, plus the require- 
ments demanded by manage- 
ment in representing the firm. 

This is not just simple train- 
ing. Examples and demonstra- 
tions are the principal ingredi- 
ents of this type of sales 
training. 


Horrible Example 


© Let’s give you a horrible ex- 


ample of what can happen 
without adequate training. 

A young man was hired by 
an important company in our 
industry. After one week of in- 
doctrination at the home office 
. . . he was told to go into his 
assigned territory and call on 
his customers and prospects. 

He walked into a wholesaler’s 
place of business . . . asked for 
the owner or buyer (he didn’t 
have his name) sat down with 
the owner, and started by say- 
ing, “Mr. Blank, are you ac- 
quainted with our line?” 

Mr. Blank had been a whole- 
saler for this salesman’s com- 
pany for more than 10 years. 
Can you imagine the effect that 
this one sentence had? The line 
was tossed out within a month. 

Ten years of work, down the 
drain. But the wholesaler did 
not toss out the line because of 
this salesman . . . he tossed it 
because, in his words, “If this 
company has no more interest 
in their salesmen than this... 
then they must have darn little 
interest in me.” 

You might say that this boy 
should have been smarter. But, 
how can he be, when manage- 
ment failed completely in mak- 
ing him aware of what and 
whom he was going to face? 

There are hunrdeds of men 
who say, “I like salesmen; I 
like being a salesman; and I 
want to be a better salesman; 
but I also want the guidance 
and direction that can only 
come from management which 
is willing to give me the 
chance.” 

When management fails to 
put proper specifications on the 
man they want, and fails to 
adequately train, they can be 
assured of poor quality sales 
representatives. 

This industry is not short on 
good salesmen .. . we’re short 
on management that under- 
stands how to make good sales- 
men. 


Handy Tube Bender 


Smoothly Bends any pipe or 
Tubing 3%”-1%” O. D. 


© Just a twist of the 


for your 
BENDER. 


te pay 
HANDY 


HOLSCLAW BROS., INC. 


428 WN. Willow Read . Evansville, Indiana 
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Sell To Survive 


By B. W. Cook, Sales Manager, Midwest Div., 


Lennox Industries, Inc. 


Has it ever occurred to you 
that some businesses seem to 
go right on doing “land office” 
sales no matter what the eco- 
nomic picture is? These are 
businesses which actively SELL 
—as opposed to those who 
merely “keep the store open.” 

SELLING has become one of 
the “Lost Arts” of mankind. 
All you need do to confirm this 
devastating observation is to 
TRY to be SOLD something. If 
somewhere along the line, some- 
one actually accepts your 
challenge, you are indeed fortu- 
nate. 

If your decision to buy was 
based on misinformation given 
by some contractor who not 
only didn’t know anything 
about the product but was 
aware of you only because you 


Sales Academy 


being of the person that buys 
them far beyond the price you 
charge. — 

The salesman must know the 
product he is selling, from A to 
Z. He must know what it does, 
how it does it, and why it is 
better than anything else he 
could possibly offer. He also 
must be convinced that your 
prices are fair, that your poli- 
cies are good, and your work- 
manship tops. 


Then, and only then, every 
sale is a mission—the salesman 
is “carrying the message” and 
doing it with an enthusiastic 
sincerity. 


If your customer knew 
enough about the products or 
services he was out to buy, he 
wouldn’t be calling at your 
place of business or inviting 
you into his home asking to be 
sold. 


The buyer expects, deserves, 
and demands to be informed, so 
he can feel he has made an 
intelligent buying decision. Fail 
him in this and you will lose 
much more than just a sale. 


I submit the following sim- 
ple rules that will insure suc- 
cess in any business: 


1. Select a line of products 
that is well known in your area, 
made by a manufacturer who 
meets your requirements of 
quality, service, and price. 

2. See to it that your entire 
organization is completely 
trained in all aspects of that 
line, especially the salesmen. 


3. Devote all your time, 
money, abilities, and facilities 
to merchandising that line and 
nothing else. 

People will admire you, be- 
lieve you, and buy from you if 
you follow these suggestions. 
Your sales people will satisfy 
the buyer’s demand to be in- 
formed, and his decision in your 
favor will ring a happy tune of 
sales and profits on your cash 
register. 


Dunham-Bush Names 


5 to Sales Posts 


WEST HARTFORD, Conn. — 
James A. Mulcahey, vice presi- 
dent-sales, Dunham-Bush, Inc., 
has announced five new appoint- 
ments: 

David J. Perkins as Spokane, 
Wash., sales office manager; 
George N. Koehler as New 
Orleans sales office manager; 
and three new sales engineers— 
E. G. Puckett in Chattanooga, 


Tenn.; Vincent Parris in Coral 
Gables, Fla.; and Donald F. 
Hardy in Birmingham, Ala. 

Perkins was formerly with 
Wells & Wade as a staff engi- 
neer. His territory includes 
eastern Washington, Montana, 
and north Idaho. 

Koehler formerly operated his 
own air conditioning business in 
New Orleans. 

Puckett was with Combustion 
Engineering in Chattanooga. He 
will concentrate on air condi- 
tioning and refrigeration sales 
and service to wholesaler ac- 
counts. 

Parris comes to Dunham- 
Bush from Westinghouse and 
O’Brian Associates. He is cover- 
ing air conditioning and heating 
in the south Florida area. 

Hardy was previously asso- 
ciated with Flint Refrigeration 
and Rust Engineering. He will 
handle OEM and wholesaler ac- 
counts in Birmingham, eastern 
Alabama, and northwest Flori- 
da. 


had_ interrupted his 
pleasurable pre-occupation of 
teasing an office girl, you prob- 
ably bought a left handed 
“Widget” guaranteed to rid 
your home of centaurs. 


‘Why Has Business 

Degenerated to 

This Sorry State?’ 

Why, we ask you, has Busi- 
ness degenerated to this sorry 
_ state? The real blame lies with 
ourselves, the owners and op- 
erators of businesses, who trust 
our futures to such inept, unin- 
formed, artless people. 

The pressures of operating a 
business in today’s compli- 
cated economy causes too many 
of us to forget that nothing 
ever happens until someone 
sells something. 

Too much of our time and 
energy is consumed by all the 
other demands of the business 
such as accounting, production, 
and advertising. Finding and 
training salesmen is forgotten 
or bypassed in favor of some 
other facet deemed more im- 
portant—or because we simply 
do not know how. 


After all, sales training is 
complicated, involving such 
ethereal things as “the Ap- 


proach,” “the Plan,” “the Pres- 
entation,” and “the Close.”” So 
we say to our sales personnel: 
let them go out and learn the 
hard way. 


Selling Defined 


It’s about time we took a 
real close look at_ selling, 
stripped of all the cliches which 
for so long have comouflaged 
its true essence. At the risk of 
being accused of gross general- 
ization, we say that selling is 
simply the applying of generous 
quantities of real honest-to- 
goodness, sincere enthusiasm— 
the kind of sincerity and en- 
thusiasm that comes only from 
KNOWLEDGE and belief. 

They cannot be faked. They 
must stem from an inner con- 
viction, based on knowledge and 
belief that your goods and serv- 
ices will contribute to the well- 


For Your Reprint Copy 


“Emergency Diagnosis, Repair of Her- 
metic Unit Electric Components,” by 
John L. Zant, mail this ad with your 
name and address to: Air Condition- 
ing, Heating & Refrigeration News, 
450 W. Fort, Detroit 26, Mich. 


Only 25¢ each. 
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This Cylinder 
Does Everythings... 


... Stands right side up, upside down, discharges top, bottom and middle, carries 
itself, heats soup, grinds nuts, and transports you to and from the customer via a 
detachable propulsion system. Available in 27 sizes, it’s the perfect answer to your 


every oddball requirement. 


But for every day THESE THREE WILL SUFFICE... 


Make no mistake about it—by SUFFICE, we mean cover the ball park. In one. . . 
two... three Ucon® Refrigerant Cylinders you'll find every important packaging 
convenience, every cylinder size you need, and—you can always be sure your 
wholesaler will have what you need, when you need it. Helpful technical assist- 
ance, too, is yours for the asking with Ucon Refrigerants. Conclusion: 


For the most compact and convenient line of refrigerants— 
See Your Ucon Refrigerants Wholesaler 


Ucon Refrigerants are manufactured by 
UNION CARBIDE CHEMICALS COMPANY — Division of Union Carbide Corporation 
270 Park Avenue, New York 17, N. Y. 
Exclusive Sales Agent to Air Conditioning and Refrigeration Wholesalers 

CHEMICAL COMPANY, Marinette, Wisconsin 


UCON and UNION CARBIDE are registered trade marks of Union Carbide Corporation 
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Selling at a Profit 


Independence, Skill, Realism, Courage Needed 


By William C. Conley, President, 
Gibson Refrigerator Sales Co. 


I'd like to discuss with you 
ways in which we as a small 
part of our industry can im- 
prove our sales and profit pic- 
ture. This is, admittedly, a 
rather herculean task. And I 
don’t pretend to know all the 
answers. 

I’ve been a salesman all of 
my business career . . . which 
numbers 31 years. The business 
has been good to me and I’m 
grateful. More important, I en- 
joy it. 

I have a philosophy that has 
become famous— perhaps no- 
torious is a better word—with 
my associate staff and I'll pass 
it along to you before I begin 


my remarks about our industry. 

“There are a lot of businesses 
that appear to be a lot easier 
than selling. So if you don’t 
honestly enjoy selling; if you 
don’t get a thrill out of the 
daily competition; I sincerely 
submit you’re in the wrong 
game,” 

Now when we talk about im- 
provements in our industry I’m 
going to confine my remarks 
to what I consider the most im- 
portant segment, increasing re- 
tail volume and profit. And 
there’s that key word that 
keeps creeping into every con- 
versation—profit. 

Without it volume doesn’t 


mean a thing. Which reminds 
me of the salesman who hoped 
with all his heart that his 
young son would elect to be- 
come a salesman. 

When the boy showed inter- 
est in selling, his father en- 
couraged the lad but cautioned 
him “you must always get your 
price or you’re no salesman.” 
One day the young boy ap- 
proached his dad and informed 
him that he had his dog up for 
sale. “That’s all right,” his 
father said, “but remember, if 
you’re a good salesman you 
will get your price.” 

Later, the father was 
amazed to learn that the boy 
had the dog priced at $1,000. 
When the dad returned from 
work and discovered the dog 


had been sold he was even more 
amazed. “Did you get your 
price?”’, he asked his son. 
“Not exactly,” said the boy, 
“but I did get two $500.00 
kittens!”” Now there’s an im- 
portant moral here. You don’t 
gain anything swapping dollars. 
So what can a dealer do to 
improve the picture? And 
equally as important, what 
qualities should a_ successful 
dealer have to survive profit- 
ably? I think there are four 
qualities that make a profitable 
and successful operator. 
Independence, merchandising 
skill, realism, and courage. 
Independence. With what 
brands are you going to fight 
the battle for adequate profit— 
and, just as important, with 
what individual models? How 
well and creatively you buy 
can have just as great a bear- 
ing on profit as how well you 
sell. 
Does your major li. have a 


Sales Academy 


real hot leader model which 
you can sell in quantity, still 
realizing a decent markup? Fine 
—go with it. Does this line 
have a logical step-up model, 
with more added features than 
added dollars? Great—handle 
it. 
Buy For Specific 

Prospect Types 


O.K. Beyond being selective 
as a part of your independence, 
what else should you do? Two 
things: you should buy to 
make more profit dollars per 
sale, and you should buy with 
specific prospect types in mind 
—which will help you accom- 
plish this. 

In other words, when you buy 
for resale to your customers 
and prospects, don’t just buy 
for the cheapest segment of 


10 


NEW ! 


INCREASE ELECTRICAL 
OPERATING RANGE 


Tecumseh Model CL compressors offer the widest 
operating electrical range in the industry. They have 
been designed to meet the variances in 3 phase voltage 
throughout the country, and to operate efficiently 
within +10% of their designated nominal voltages. 

All single phase models are dual voltage with nominal 
values of 230/208 V; 3 phase compressors are dual 
voltage 240/208 V. Models are also available in 3 
phase 440 V and 550 V. 

All CL models are PSC and are designed for either 
residential air conditioning or heat pump applications. 


OFFER COMPLETELY AUTOMATIC 
INHERENT PROTECTION 


A small, sensitive bayonet type internal thermostat 
is positioned directly within the motor winding to in- 
sure a highly accurate response to motor temperature. 
Cut-a-way of thermostat, at right, shows the great 
number of turns in the motor winding not only in 
direct contact but also in close proximity to the 
thermostat. 

The thermostat, responding to motor heat, and 
supplementary overload, responding to current, pro- 
vide fully automatic inherent protection for the com- 
pressor. These components, in the pilot circuit, control 
the contactor which makes and breaks line current, 
and the system does not require a low pressure control. 


PROVEN 2-POLE 
COMPRESSOR DESIGN 


Because the 2-pole motor allows obvious savings in 
size and weight, Tecumseh has pioneered this design. 
Today over 41% million Tecumseh 2-pole compressors 
in sizes from 1/12—4 HP are enjoying trouble-free 
field operation. The benefits of reduced size and weight 
plus important cost savings are now available to 
our customers. 

Mylar Lecton motors are also used on all CL models. 
These motors will not absorb moisture and therefore 
provide an extra safety factor in system processing. 

New fiber-glass terminal covers permit the use of 
rubber covered power cord in place of BX cable for 
most installations. 


internal mounted 
CL compressors 


* Internal mounting on the “Silent Series’’ 
CL compressors reduces noise and vibration to 
@ minimum. 


CL compressors are available from 2% throug 


4 HP with capacity from 30,500 to 50, 


500 BTU. 


Write or call Tecumseh for compressor specifi- 


cations that match your requirements. 


forty three million compressors in the field 


TEC I MSS EB iecic ttcam 


a. ee YS OTe 


FOREIGN OPERATING DIVISION: Tecumseh, Michigan. 


CcCOMPAN 


Y 


CANADA: Tecumseh Products of Canada, Limited, 185 Ashland Avenue, London, Ontario 


; your market. Buy to offer a 


better value to the shopper 
who wants—and can be sold— 
a better product. 

You may not always be able 
to increase your percentage 
markup this way, but you'll 
realize quite a few more dollars 
of profit per sale because you 
will be selling higher ticket 
items which the prospect is 
willing to buy, and really needs, 
if you take the extra time to 
sell up. 

Merchandising skill — Let’s 
say that merchandising-values 
are all of the other factors 
which enter into a sales beyond 
the basic product-value. Prod- 
uct-value is the item and price. 
Merchandising-value are-all the 
other factors. 


Every Time You 
Make a Sale ” ss 


Every time you make a sale 
you sell a little bit of your 
store, a little bit of your per- 
sonnel, a little bit of your repu- 
tation, a little bit of yourself 
—along with the product. 

Yet how much attention do 
you pay to these other factors? 
How long has it been since you 
ran an ad devoted entirely to 
your service department? How 
much of your advertising is de- 
voted to some attribute of the 
product other than price? How 
well trained is your poorest 
salesman on the features of 
every item on your sales floor? 

How long has it been since 
you ran an out-and-out store 
traffic promotion? When you 
read in trade papers about 24- 
hour sales, telephone canvass- 
ing, truckload sales, club 
demonstrations, auction sales, 


WHEN YOU We 


Air Conditioning © 
& Refrigeration — 


TESTING INSTRUMENTS 
and EQUIPMENT 

* Test Cords »* Replacement 
Relays * Compressor Analyzers 
* Psychrometers * Thermometers 
¢ Vacuum Gauges * Manom- 
eters * Charging Boards * High 


Vacuum Pumps ®* Portable 
Measuring Tubes 

SEE YOUR 

WHOLESALER 


OR WRITE US. 


AIRSERCO MFG. COMPANY 
3875 Bigelow Blvd. +, Pgh.13,Pa 
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and similar hard-to-carry-out 
promotions—what is your own 
reaction? 

Do you merely smile and 
shake your head, or do you 
weigh the idea to see what it 
would do for you? 

Did it ever occur to you that 
there’s a pretty good reason 
why, in most cities, a handful 
of dealers account for more 
than half the sales? It’s old 
fashioned salesmanship. 


Users Are Best 
Air Conditioner Prospects 


Do you know that users are 
the best prospects for air con- 
ditioners? You probably do, it’s 
been said enough. But do you 
do anything to contact these 
users? They’re there. They’re 
already sold on air conditioning, 
and they are on the border of 
buying a second or third air 
conditioning unit. 

Ninety per cent of the typical 
air conditioner sale has already 


anyone who had been in this 
business for a few years would, 
automatically, be a realist. But 
are they? Not all of them. Not 
by a long shot. 


Realism Calls for 
Thoughtful Appraisal 


Realism calls for a thought- 
ful appraisal of merchandising 
levels for every item and for 
every segment of your market. 
It calls for an understanding 
that there are certain natural 
pricing points at which volume 
movement can be secured. 

Realism has a disciplinary 
side, too. It insists that you 
know and abide by your costs of 
doing business, and that you 


make certain every line you 
carry is contributing its full 
share. 


Courage — The missing link 
between knowing what you 
should do and doing it is cour- 
age. 

Courage sounds like too high- 


flown a word to be attaching to 
this business, but I’ve seen 
many instances of courage in 
this business—enough to know 
that there is often a strong con- 
nection between courage and 
ultimate success. 


lt Takes Courage 

To Hold Price Line 

It’s one thing to set pricing 
realistically. But it’s another to 
have the guts to stick with it, 
even though this occasionally 
gives you nothing but an unob- 
structed view of a departing 
prospect’s back. 

It’s one thing to take on a 
new line with the hope of build- 
ing a real franchise for that 
line. But it’s another to stick 
with it through the many dis- 
couraging months it may take 
to accomplish what you set out 
to do. 


It takes thought to determine 
what your. service _ policy 
should logically be. But it takes 


© How well and creatively you buy can have just 
as great a bearing on profit as how well you sell. 9 


guts to stick with it when, at 
times, you seem to be the only 
dealer in the area who is trying 
to follow a business-like pro- 
gram. 


Huge, Unsold Market 


We have a huge, unsold mar- 
ket today—and we’re on the 
threshold of the greatest wave 
of new family formations this 
country has ever seen. 

For 16 years now, our school 
systems have been stretching to 
capacity, building one new 
school after another to keep 
pace with a birth-rate that 
started exploding upward dur- 
ing World War II and has never 
let up since. 

Within a year or two, the 
earliest-marrying of these 
youngsters will be starting 


their own homes, and the prod- 
ucts you handle will be right 
at the very top of their “want 
lists.” 

And yet, when that time 
comes, and we're all selling at 
a rate which will dwarf today’s 
records, there will still be prob- 
lems in this business. And those 
problems will be solved with 
independence, merchandising 
skill, realism, and courage. 


For Your Reprint Copy 


“Emergency Diagnosis, Repair of Her- 
metic Unit Electric Components,” by 
John 1. Zant, mail fhis ad with your 
name and address to: Air Condition- 
ing, Heating & Refrigeration News, 
450 W. Fort, Detroit 26, Mich. 


Only 25¢ each. 


been made, because they knowé 
the benefits. What do you do to 
sell them your product? 


‘Tired Blood’ 
Approach to Selling 


We have a saying around our 
offices that whenever someone 
wants to tackle a sales problem 
with the easiest, most obvious, 
least ingenious solution, he’s 
taking the “tired blood” ap- 
proach. And the “tired blood’ 
approach shows up too, too 
often on the retail sales floor. 
It leads to me-too advertising, 
lack of effective tie-in with na- 
tional promotions, price cut- 
ting, and no profit. 

In spite of the dangers, many 
dealers take the “tired blood” 
route, because it’s the easiest 
to take! It’s down hill all the 
way. But who wants to go down 
hill? 

The opposite of “tired blood” 
selling is creative selling. This 
takes more time and lots more 
work. But it pays dividends 
that can be earned in no other 
way. 

I feel the public is ready to 
embrace creative selling—and 
pay more for it. They want to 
be told they are making the 
best buying decision by an in- 
terested and informed salesman. 
They are hungry for courtesy 
and attention. They are ready 
for creative salesmanship! 

Realism — You’d think that 


Reduce fan blade stock 
up to 75% with versatile 


Venton 


ADAPTER 


Mar BLADES 


. NY es imercnnaeai 
reversible hubs 


e 4", Ke", %", Y", 4%" 
and %” bore hubs 

¢ for 3- or 4-blade fans 

* 10” to 24” blades 

* clockwise or counter 

¢ precision engineered 

¢ priced for profit 


Venteo, ue. FAirfax 3-9181 


1210 Tuam « Houston 4, Texas 
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-new Isotron test kit to detect it!.. Asotron’ Ti tu correct it! 


When refrigeration compressors burn out, acids in 
the system can destroy the replacement compressor 
—unless they’re flushed out pronto! 


With the new ISOTRON BURN-OUT TEST KIT 
—and ISOTRON 11 refrigerant in the new 20-lb. 
drum—you now can quickly spot burn-outs by de- 
tecting acidity in the system—and you can efficiently 
purge the system for recharging. 


Use of the BURN-OUT KIT and ISOTRON 11 
helps reduce call-backs and unnecessary cleaning. 
You'll spot trouble areas and make repairs before 
further damage occurs—you’ll quickly know whether 
the high side or low side needs cleaning and when 
the system is ready for recharging. 


The ISOTRON BURN-OUT KIT—as effective as 
kits costing many dollars! Only 50c—get yours today! 


Pennsalt 


Chemicals 


ESTABLISHED 1850 


Isotron Dept. 


ISOTRON 11 Refrigerant 


(In new 20-Ib. drum.) An effi- 
cient, instant-acting solvent. 
Dissolves acids and contami- 
nants, suspends solids until 
they're flushed away. Pre- 
pares system for recharging. 


PENNSALT CHEMICALS CORPORATION 


Three Penn Center 
Philadelphia 2, Pa. 


Ask for the ISOTRON 
BURN-OUT TEST KIT 


at your authorized refrigerant wholesaler 


ISOTRON BURN-OUT KIT 


Test tube, chemicals, dropper— 
everything you need to quickly, 
accurately determine acidity in a 
refrigeration system. Detects 
burn-outs—helps prevent further 
damage to the system. 


ISOTRON — The Key to Modern Living 
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\Inside Dore 


By GEORGE 
F. TAUBENECK 


(Continued from Page 1) 
blance to ribald “Brownie,” nor 
to the first of the traveling men 
in America—the “Yankee Ped- 
dler” who packed the goods of 
colonial New England (needles, 
thread, scissors, razors, combs, 
knives, spices, and other Yankee 
‘“notions’) onto his back and 
set off afoot for remote frontiers. 


The Pioneers of Selling 


When the horse and wagon 
came into use, the peddler could 
haul more, sell more, and earn 
more. 

Edward Ward, after a trip to 
New England in 1609, recorded 
about Boston that “. . . in the 
chief or High Street there are 
stately Edifices, some of which 


} have cost the owners two or 


three Thousand Pounds the 
raising. Fathers of these Men 
were Tinkers and Peddlers.” 

The list of famous men who 
began their careers as salesmen 
is long. 

It includes B. T. Babbitt, the 
soap manufacturer, who began 
as a door-to-door salesman of 
razor strops and Yankee “no- 
tions’; John Boynton, a tinware 
peddler whose success enabled 
him to found Worcester Poly- 
technic Institute; and Collis P. 
Huntington, a clock salesman 
who prospered so mightily that 
he built the Southern Pacific 
Railroad. 

James Fenimore Cooper’s 
“Spy’—Harvey Birch—was a 
salesman. First humorous figure 
in American literature was a 
salesman—Sam Slick. 

Sam traveled through New 
England and Canada selling 
high-priced clocks to pioneer 
settlers who didn’t need and 
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probably couldn’t afford them— 
but bought anyway. Stories of 
Sam Slick’s hard bargains were 
knee-slappers all over cracker 
barrel America. 


Transportation the Key to 
Sales Progress 


The “Yankee Peddler’ gradu- 
ally disappeared as transporta- 
tion improved. First came the 
canal-building era, then the 
steamboat. By 1840 you could 
travel from New York to Cincin- 
nati—a distance of 1,100 miles— 
almost entirely by water for 
only $14.75. Time? One month. 


The steam locomotive appeared 
in 1830, and quickly pushed back 
the American frontier. Railroads 
eased the burden of creaking 
Conestoga wagons when their 
iron roadways reached toward 
the West and South. 

Came then the first territorial 
salesmen, and wholesalers who 
warehoused goods. 


The Mississippi, the Missouri, 
and other rivers provided broad 
highways for flatboats and 
stern-wheelers — again advanc- 
ing the progress of commerce. 

Thereupon, in the South and 
Middle West, appeared the navi- 
gable general store which floated 
down rivers, and then was poled 
back upstream again. 

Those store boats sold every- 
thing from apparel and “no- 
tions’”’ to whiskey. 

They, too, were supplied by 
traveling salesmen for newly 
emerging wholesalers. 

Many of these travelers—or 
“drummers” as they came to be 
called—took root in growing 
cities, and became the founders 
of large present-day department 
stores. 


Early Traveling Salesman 
Jokes 


Traveling salesman to farm- 
er’s daughter: 


“By the way, how much is 
your father worth?” 


“A million dollars, and he’s 
leaving it all to me.” 


“Will you marry me?” 
“No. Are your feelings hurt?” 


“Naw. But now I know how 
it feels to lose a million dollars.” 


“Hey, Joe,” a drummer shouted 
to a passerby, “how do you get 
to Altoona?” 

“How did you know my name 
was Joe?” 

“I just guessed it.” 

“Then guess how to get to 
Altoona.” 


Enter the Automobile 


Major development which 
finally released salesmen from 
their legendary past, and shaped 
them into today’s efficient busi- 
nessman, was the advent of the 
automobile. 


Thanks to the auto, a travel- 


——@ing salesman could call on re- 
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tailers and show them actual 
samples, rather than sell entire 
orders directly from catalogs 
and trunks. This immensely im- 
portant vehicle multiplied his 
activities, his contacts, and his 
volume. 

Even so, he still “left them 
laughing.”” Humor and person- 
ality continued to pay off in 
selling, as they still do today.” 

A survey conducted by an 
independent research firm re- 
cently revealed that modern 
territorial salesmen travel an 
average of 27,000 miles a year 
on business, mostly by car, and 
spend 109 nights — or nearly 
one out of three—on the road. 

One-third cover 30,000 to over 
50,000 miles a year, and must 
spend as many as 250 nights 
away from home. Today’s trav- 
eler, instead of being a sly 
opportunist, is a solid member 
of his community and a respected 
independent businessman. 

The average traveling sales 
representative is 53 years old, 
married, has two children, owns 
his own home, and knows his 
territory. 

He has spent 20 years in the 
business, retailers say they like 
doing business with him and 
rely on his advice, and manufac- 
turers find him an important 
asset for his information and 
judgment in addition to the need 
for his merchandising ability. 

Nevertheless, like ‘“Brownie,” 
he always tries to leave them 
laughing—and eager for his 
next visit. 


Stories of the Week 


Bachelorette phoned her laun- 
dry. “You sent me four pairs of 
men’s sox,” she complained, 
“and I’m not even married.” 

“O. K., lady,” came the 
answer. “We’ll send a man out 
right away.” 


“Golly,” sighed Sam, upon re- 
turning from his first selling trip 
to Paris. “Wish I could have 
been there 25 years ago.” 

“When Paris was really Paris, 
eh?” 

“Huh-uh. 
really Sam!” 


When Sam was 


“Tt will pay for itself,” af- 
firmed the home freezer sales- 
man, “by savings on your food 
bills.” 

“Wish I could take advantage 
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of it,” sighed Mrs. Housewife. 
“But we’re paying for our wash- 
ing machine by saving on laun- 
dry bills, we’re paying for our 
home by saving on rent, and we 
simply can’t afford to save any 
more money at this time.” 


Important client—big manu- 
facturer from a small town— 
was entertained in Chicago by 
sincere-tie boys from an adver- 
tising agency. 

The old gent was 70 if he was 
a day, but he didn’t seem to get 
a kick out of the strip-teasers. 
When pressed for a reaction, he 
observed wrily: 


“Waal, I’ve never considered 
sex to be a spectator sport.” 


Quote of the Week 


Half the battle in business is 
to catch the public eye—the 
other half is to have something 
it wants.—ARNOLD H. GLASow. 


@ 


Swallow To Manage What Salesmen Are Made of 


Distributor Sales 
For Bryant Mfg. 


INDIANAPOLIS — J. H. 
Swallow has been promoted to 
distributor sales manager of 
Bryant Mfg. Co., 
it was announced 


by David W. 
Hoppock, vice 
president and 
general sales 
manager. 
Hoppock said 
the new office 


would assume re- 
J. H. Swallow sponsibility for 
coordination of all distributor 
activities. Swallow, formerly 
assistant to the general sales 
manager, has been with Bryant 
since 1945. 

A large part of his duties will 
involve personal consultation 
with Bryant’s 50 distributors, 
it was explained. 


Energy, Need To Be Dominant, Persistence 


COLUMBUS, Ohio — Listen- 
ing to the advice of an honest 
industrial psychologist saved 
one small corporation between 
$50,000 and $75,000. 

These savings came because 
the industrial psychologist en- 
abled the president more compe- 
tently to select men who would 
become good salesmen, and to 
reject those whom no amount 
of effort and training could 
convert into able salesmen. 

Following the lead given us 
by this company president, the 
NEws met Dr. Bennett Shimp, 
who offers personnel manage- 
ment services in Columbus. 

Dr. Shimp is a soft-spoken, 
yet articulate, man who exudes 
none of the unctious condescen- 
sion one so frequently finds in 
psychologists for hire. 

Asked what makes a good 


salesman, Dr. Shimp was quick 
to admit that such a question 
can be answered only in gen- 
eralizations, but that his studies 
indicate such generalizations 
are more often valid than not. 

“T shan’t even attempt to list 
those character traits which 
make a good salesman in any 
order of importance,” he said, 
“but certainly a man must have 
most of the following character- 
istics to offer good potential as 
a salesman: 

“Energy—the man keeps in 
motion; literally, he may never 
sit still. Others may not appear 
so frenetic, but are always in 
motion mentally. 

“The wish to be dominant— 
the salesman type usually is a 
man who likes to be one up over 
others. 


“Warmth and social orienta- 


tion—it may be trite, but it is 
nevertheless true, that sales- 
man must like people better 
than they like listening to music 
or puttering in workshops. Sell- 
ing is a social experience. 


“Persistence—the ability to 
finish this before starting that. 
While it is true that salesmen 
must be good starters, it is clos- 
ing the sale, finishing the job 
that counts.” 


Buffalo Forge. Dividend 


BUFFALO — Directors of 
Buffalo Forge Co. have declared 
a dividend of 25 cents a share, 
payable Dec. 15 to holders of 
record Dec. 1. This will bring 
total dividends for the year to 
the usual $2 a share. 


NEWS readers are invited 
te write to the editor giving 
their opinions on any subject 


of interest to the industry. 


Gags of the Week 


How to make a_ million: 
Dream up a product that costs 
a dime to make, sells for 98 
cents, and is habit-forming. 


Selling is like shaving. If you 
don’t do it every day you’re a 
bum. - 


Final Salesman Story 


Frankly, the following ex- 
change of punts fractures us, 
and has titillated scores of 
friends to whom we've showed 
it. It emanates from The Sales- 
manager’s Forum in question- 
and-answer form: Quote: 


Question: “My problem is 
handling a vice president who 
wants to run my department. 
He used to be a salesmanager 
and now he thinks he knows 
how. Is there a way to keep this 
fellow off my back without mak- 
ing an enemy?” 

Answer: “There are top execu- 
tives who cannot delegate even 
when it would seem they con- 
fuse more than they resolve. 
These are men who have gotten 
into the habit of working.” 


Loe 
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EXHIBIT 


ATTEND} 


TH NATIONAL 
EXPOSITION 
AIR-CONDITIONING, 
HEATING & REFRIG- 
ERATION INDUSTRY 


LOSTANGENES 


FEBRUARY 12-15, 1962 


For exhibit space, contact: Geo. E. Mills, 
Show Director, 1346 Connecticut Ave., N.W. 
Washington, D.C. « Phone COlumbia 5-0405 
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It may be you and your wife who will be 
selected in February for a 10-day all-expense- 
paid vacation to Mexico with cash to spend— 
just for mailing in a Marley Customer Cer- 
tified Card. It takes just two minutes to fill 
out these cards when you install a packaged 
cooling tower or air cooled condenser, and 
you can submit a card for each installation 
made since February 1, 1960. The winner will 


This card can be your passport 
for an all-expense-paid vacation for two! 


be selected on February 14 at the ARI Show 
in Los Angeles, but he does not have to be 


present to receive the award. 


Don’t put it off until manafia—fill out and 
mail your cards today! Customer Certified 
cards come with every Marley packaged cool- 
ing tower or DriCooler air cooled condenser; 
cards are available also from your nearby 


Marley distributor. 


For Forty Years Customers have Certified Their Satisfaction with Marley 
AQUATOWERS®—AQUACOOLERS® —DRICOOLERS® —SPRATOWERS®—PERMATOWERS 


THE MARLEY COMPANY 


KANSAS CITY, MISSOURI 
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At NWAHACA Marketing, Selling Sessions 


Planned Selling of Year-Round Comfort 
By United Industry Seen as Real Need 


By C. Dale Mericle 


CHICAGO—Broad aspects of 
marketing and selling were 
touched upon at two sessions 
of the recent 48th annual con- 
vention of National Warm Air 
Heating & Air Conditioning 
Assn. held here. 

One session was. intended 
primarily for manufacturer, 
wholesaler, and utility repre- 
sentatives; the other was a 
dealer-contractor conference 
for Region 3, which includes 
Illinois, Indiana, Michigan, 
Ohio, and Wisconsin. 

Need for better selling by 
both the industry as a whole 
through joint efforts and indi- 
vidually by dealers was an 


underlying theme. 

A highlight of both sessions 
was the presentation of a filmed 
report of a six-city survey of 
“man and woman on the street” 
attitudes toward heating and 
air conditioning and the indus- 
try made by a television station 
team for Minneapolis - Honey- 
well. (See box at right.) 

In a talk before the market- 
ing session, Richard M. Jones, 
Life magazine declared that ap- 
proximately half of the heating 
and cooling industry’s claim to 
25% of the consumer dollar had 
been lost because home con- 
struction design lags so far be- 
hind the changing times. 


Need for improved design 
rather than “tight money” and 
“labor restrictions” is the prob- 
lem to be solved if the ducted 
air industry is to recapture 
ground lost through two gen- 
erations of simple shelter con- 
struction, Jones asserted. 

“Upper and lower income 
families alike are living in hous- 
ing well below their means,” 
Jones claimed, pointing out that 
the average American family 
could afford to live in twice as 
good a house as it now occupies. 

This is a problem for the en- 
tire construction industry, not 
just the air conditioning and 
heating field, he said. 


Nonetheless, Jones empha- 


sized the need for the air con- 
ditioning and heating industry 
to “unite” in joint efforts to sell 
the consumer to the point where 
he will insist on higher stand- 
ards and better systems. 

“By ‘unite’ I mean that the 
manufacturers of all types of 
heating and air conditioning 
equipment must get on with the 
job of selling the basic idea of 
year-round comfort,” he ex- 
plained. “The job is too big for 
anyone to solve on a solo basis.” 

Planned selling, Jones went 
on, is properly divided into 
three stages: selling the need 
for the commodity, selling the 
type of commodity, and selling 
the brand of the product. 

The first step should be 
covered completely before the 
second is undertaken, he said. 

“Have we really sold the user 
on the need for year-round 
comfort-conditioned homes? Ob- 
viously, no!” he declared. “If 
the consumer doesn’t know 


Sidewalk Survey 


Sidewalk interviews were con- 
ducted at busy shopping centers 
in Boston, New York City 
(Long Island), Cincinnati, St. 
Louis, Dallas, and Chicago. No 
claim is made for the statistical 
validity of the interviews, so a 
critical analysis of them would 
probably be of little value. Gen- 
eral impressions after watching 
the film, however, may provide 
food for thought: 

Regarding residential air con- 
ditioning— 

Most users were extremely 
enthusiastic. 

Most others think they would 
like to have it but feel they 
can’t afford it. 

Some don’t believe they need 
it. 

A few don’t want it, citing 
unpleasant reactions to com- 
mercial systems. 

Regarding heating— 


—® A few were quite satisfied, 
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“MONCRIEF 


LIGHT COMMERCIAL 
AND INDUSTRIAL 
UNITS FOR 1962 


and 250,000 Btuh ... 


8, 9 or 10 Ton Air Handling Blower-Coil Unit: 
A truly versatile performer. With one 4 or 5 Ton 
. 93,000 or 114,000 Btuh. With 
. 93,000 or 114,000 
Btuh. With one 5 Ton and one 4 Ton Units... 
103,000 Btuh. Simplified design and rugged con- 
struction. Twin Blowers for ample air deliveries 
against high static pressures. Filter Rack with 
High Velocity Filters and Weld Nuts for hanging 
are standard. Available now, A.R.I. Certified. 


8 and 10 Ton Air Cooled Condensing Units: Excep- 
tionally compact for roof-top or ground-level loca- 
tion. Shipped in 2 sections for easy installation 

. - Compressor and Condenser each have holding 
charge and mating connectors. Twin Condenser 
Fans blow through for low velocity top discharge. 
“Mild Weather” Fan Control is standard. 16-gauge 
Zinc Coated Cabinet and Plastic Coated Grilles for 
unsheltered outdoor installation. A.R.I. 
- « 10 Ton Unit in 


Condensing Unit . . 
two 4 Ton or two 5 Ton Units . . 


8 Ton Unit available now . 
March, 1962. 


aap SRT earner nc tee, 


oe ee 


Certified 


Complete Line of Gas Duct Heaters: 100,000, 150,000, 200,000 
A.G.A. Approved for installation down- 
stream of Evaporator with Aluminized Steel Heat Exchanger and 
Condensate Drain standard. Gas Controls on right or left side 
. Flue Outlet on one end and Manifold on other, or both on 
same end. Ideal companions to new Moncrief Air Handling Units. 
Available January, 1962. 


CALL YOUR MONCRIEF WHOLESALER... NOW! 


SINCE 1895 
= sucess 9 


FURNACE PIPE 


AND 


COMPANY > MEDINA, OHIO 


FITTINGS 


= 


_ Gas Fired : 


and these were chiefly the few 
who had paid a lot of attention 
to the matter in building or 
buying their homes. 

Most people gave little real 
thought to the problem. 

While nearly everyone knew 
whether their systems were 
warm air or hydronic and knew 
their fuel, brand names of 
equipment were rarely men- 
tioned. 

Most people seem satisfied 
with the promptness and qual- 
ity of service. 


what he is buying and the pro- 
fessional isn’t educated up to 
what he is selling, then there’s 
not much hope of protecting the 
consumer — the only customer 
the industry must serve.” 

“If you are selling on price 
alone and want to continue to 
do so, then it would probably 
be wise to concentrate your at- 
tentions on the builder,” Jones 
said. “However, if you are pro- 
moting quality, or design, or 
long-life, or consumer accept- 
ance angles of your product, 
then it would be wiser to gain 
the support of other members 
of the builder’s ‘team,’ such as 
architects, mortgage lenders, 
and real estate men. 


“It must be remembered,” 
Jones cautioned, “that these 
men are also interested in price, 
but not at the expense of qual- 
ity, saleability, or established 
reputation for dependability, in- 
tegrity, and service.” 

Closer contact within the in- 
dustry itself between manufac- 
turers, wholesalers, and dealers 
—especially with regard to sales 
training—was also urged at the 
marketing session by J. P. 
“Buck” Field, vice president of 
the Williamson Co. 

“Why do I say that? Prima- 
rily because the dealer-contrac- 
tor is the man who sees the 
buyer, talks to the buyer, and 
represents the industry to the 
buyer,” Field explained. 

“Ordinarily, we wouldn’t en- 
trust the future of our busi- 
nesses to people we hardly know 
and have never seen, yet that’s 
exactly what we’ve been doing 
in the case of Mr. Dealer- 
Contractor-at-large. And it’s 
not right,” Field asserted. 

The dealer-contractor is “the 
man on the firing line, and he 
not only needs ‘ammunition,’ 
but he should know how to use 
it effectively,” he said. 
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Human-Centered Selling 


‘Prospects Are Yearning for Human Touch’ 


By Herman 


F. Lehman, 


Vice President of General Motors and 
General Manager of Frigidaire Div. 


There has been a good deal 
of comment recently about the 
lack of salesmanship. You can 
even find those who will tell you 
salesmanship is a thing of the 
past. 

One thing is certain. Our 
company would not be doing 
the volume of business it is 
doing today if it were not for 
the excellent job of selling being 
done by thousands of retailers 
—large and small—and their 
salesmen. 


Faith In Independent Dealer 


We certainly would not be 
spending the budget we are on 
our 
Course these past two years if 
we did not believe in the inde- 
pendent dealer and his desire 
to have even better salesmen. 

The dictionary defines a cus- 
tomer as one who regularly 
patronizes a particular store or 
business house. Before he be- 
comes a customer, he becomes a 
buyer. Before he becomes a 
buyer, he is a prospect. 

We believe the “human 
centered” approach is vital be- 
cause prospects are yearning 
for the human touch. 

All prospects act and feel ac- 
cording to their needs and 
plans and hope as people. They 
come into a store with personal, 
individual needs and attitudes 
inside them. These are the 
things that go far beyond the 
product itself, but play a very 
definite part in their decision 
to buy or not to buy. 


Sell According To 
Motives, Needs of People 


Salesmen today have _ to 
understand customers much 
better than they ever had be- 
fore. They have to be able to 
sell according to the motives 
and needs of people, and to 
translate product knowledge 
into these human terms. 

This is one of the great cry- 
ing needs in the country today, 
and our salesmanship training 
course is tailored to help the 
salesman meet this need. 

Every dealer has a distinct 
responsibility to prospects. He 
has a responsibility to perform 
all the usual functions of a re- 
tail operation, and the public 
has a right to expect this. 

The word “image” is some- 
what overused today, but as I 
see it the retailer must create 
an image in his community that 
causes his dealership to stand 
out as a good place to do busi- 
ness. This is done in many ways 
in the course of performing the 
functions of a retail operation. 

‘It begins with the retailer’s 
advertising, promotion, and 
general reputation, each of 
which influences the prospect 
even before he visits the dealer- 
ship. In his community, the 
dealer’s reputation can be far 
more important than brand 
reputation. 

To continue the chain of 


NEWS readers are invited 
to write to the editor giving 
their opinions on any subject 
of interest to the industry. 


favorable impressions, the 
dealer must maintain a proper, 
pleasant establishment, attrac- 
tively displaying a _ sufficient 
selection of products. 

Naturally the salesman plays 
a key role at this point and the 
dealer has the _ responsibility 
for maintaining, training, and 
supervising an adequate and 
competent sales organization. 

Now let’s proceed from the 
prospect to the buyer. 

If I had reached the point of 
buying from a dealer, I would 
expect him to practice sound 
policies of business operation. 
Actually, such policies not only 


assure good relations with the 
public—they assure a profitable 
operation and are the answer to 
the question about what the in- 
dependent dealer can do to sur- 
vive. 

As a buyer I would expect 
the price I pay to be in line 
with what the dealer is charg- 
ing other buyers. 

I would expect promises 
made to be promises fulfilled. 

I know I would appreciate 
and be much impressed by any 
evidence of the dealer’s inter- 
est in me after the sale has 
been made .. . such evidence as 
a follow-up call or a post-sale 
demonstration, or anything 
else which would indicate that 
the dealer was interested in 
knowing whether the product 


was performing in line with 
what I had expected and had 
been told at the time of sale. 


In this connection, I would be 
vitally interested in the matter 
of service. An important part 
of a dealer’s sound operations 
policy is his acceptance of re- 
sponsibility for service. 

Because the maintenance of 
customer contact is of such im- 
portance to the continuing pros- 
perity of a business, the dealer 
should handle his own service 
except in those situations where 
it would be economically im- 
practical for him to do so. 

However, even if he is a non- 
servicing dealer, I would ex- 
pect him to feel a responsibility 
for the servicing of the product 
I purchased from him. 

If the dealer will see to it 
that I get good service .. . If 
he will follow-up the sale, prov- 
ing that I am remembered, not 
forgotten .. . If he will main- 


tain the image of a good place 
to trade—he will have by busi- 
ness, and I will indeed change 
from a buyer to a customer. 

Ralph Waldo Emerson once 
said: “Nothing astonishes men 
as much as common sense and 
plain-dealing.” 

Manufacturers and dealers 
alike need to inject more com- 
mon sense into the stream of 
public sentiment, clarifying 
some of the confused thinking 
with reference to our business 
and our products. 

We need to do whatever is 
necessary to help people under- 
stand us better. 

Similarly, we need to do 
everything possible to under- 
stand people better, in order to 
turn them from prospects to 
satisfied buyers, and ultimately 
to customers. 

These are not insurmountable 
problems. Nor are the solutions 
difficult of achievement. 


Human-Centered  Selling,, 


"PRESSURE OPERATOR 


U. s. PATENT 2958208 


ROBERTSHAW PRESSURE OPERATOR 
PROVIDES DIRECT ACTING, FULL 
MODULATING CONTROL OF THE 
DAMPER LOUVERS 


Low temperature in the condenser area will not drop 
refrigerant pressure and cut out the air conditioner, when 
the compressor is equipped with a Robertshaw Pressure 


Operator. 


A compact bellows motor operates off the high pressure 
side of the refrigeration system. It is connected directly 
to the discharge side of the compressor, and modulates 
damper louvers which close off air to the outside con- 
denser unit. Proper compressor pressure is therefore 
maintained as ambient temperature declines. 


. . 
Cuase® 


BRIDGEPORT THERMOSTAT DIVISION 


Robertshaw-Fulton Controls Company 
Milford, Connecticut 


Overseas: International Marketing Division, 911 E. Broad St., Richmond, Va. 


Installation is simple. No wiring is required. Electric 
motors, pressure switches, extra refrigerant and expensive 


hookups are avoided. 


The Robertshaw Pressure Operator utilizes a simple, 
trouble-free bellows motor design. It has been extensively 
field tested with excellent results. U.S. Patent 2958208. 


FEATURES 


@ Heat treated beryllium copper bellows motor 
@ Corrosion resistant construction, brass fittings 
@ Fully hermetic; no seals or gaskets 


@ Shaft movements: 
Type PO 10-12 


Type PO 10-22 


.025"@ 80 PSI .025” @ 165 PSI 
.952" @ 140 PSI .952" @ 240 PSI 
SEND FOR DATA BULLETIN 
Be a 8 Rte pti ert a de NET yee gta” ee oe a ee ae 1 


Name 


Robertshaw-Fulton Controls Company 
Bridgeport Thermostat Div., Milford, Conn. 


Send me the new Pressure Operator bulletin. 


Title 


Company. 


Address. 
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To Sell—Listen 


AMERICA’S best-paid teacher of sales- 
men is Jack Lacy. He stages one-day lecture 
sessions all around the country, for which 
each participant (or the latter’s employer) 
pays him fancy prices. 

His central theme (which he calls ‘The 
Hot Button”) is: Find out the dominant 
desire of the prospect and help him achieve 
it. 

One of this writer’s early mentors used 
to state the same principle in a different 
fashion: 

“Find out what’s eating on him, then 
convince him that your service or product 
can help him solve his problem.” 

To follow this technique you should be 
a better listener than a talker. And that’s 
like learning to play golf; you need to 
employ muscles in a manner that doesn’t 
come naturally. 

The salesman, full of the merits of his 
proposition (and of himself) naturally wants 
to talk, talk, talk about it. This automati- 
cally builds resistance in the prospect. He 
doesn’t want to be overpowered. 

Highest form of salesmanship is helping 
the prospect to sell himself. Often this best 
is accomplished by shutting up and letting 


the other fellow talk for awhile. You might™ 


be surprised how happy he will be to do that. 

Everybody, every firm, has problems. 
Something is “eating on them.” And it’s 
true that an imaginative salesman can help 
solve some of them with the product or 


A Key to Successful Selling 


service he is promoting. 

Secretaries and receptionists—also wives 
(when met at social functions)—should be 
cultivated in this connection. Being women, 
they like to talk, too. Often they know 
“what’s eating on’ the boss. They also know 
his hobbies and interests. 

By playing up to the latter, your pros- 
pect may decide to buy from you because 
you “talk his language” and because he has 
learned to like you. That’s the whole point 
of entertainment of clients, incidentally. 

Getting them to like you, and enjoy 
doing business with you, means that they’re 
in a good mood for your approach. Moreover, 
if they look forward to your arrival, you’ve 
a good head start on selling your proposition. 

Another suggestion: Always leave ’em 
laughing, if you can. Thereby, they’ll look 
forward to seeing you again. Business life 
is tough nowadays. Laughter eases tensions. 

Big point of all this discussion is: devote 
much more thought and effort to him and 
his problems than you do to yourself and 
your product or service. 

Help him to sell himself by being his 
useful assistant and his friend, instead of 
attempting to overpower him with your 
self-assumed superiority or that of your 
product. 

Some call this approach “other-minded- 
ness.” Others call it unselfishness. What- 
ever you call it, it’s salesmanship of the 
highest order. 


Industry Show Provides Product Knowledge 


“Salesmanship” is the point of emphasis 
in this issue. There are many facets to sell- 
ing, and one which must take a high place 
on any list of important qualifications for 
success in selling is knowledge of the prod- 
uct. 

Knowledge of the product means more 
than just having a good groundwork in the 
features and operation of a particular brand 
product which the dealer or salesman may 
be selling at the particular moment. It 
means having knowledge of the whole field 
of the product which he is trying to sell, 
and a good grasp of the principles of ap- 
plication of the product. 

There are few easy roads to the acquisi- 
tion of product knowledge, and to becoming 
knowing in the application of a product. 
True, a good deal of published information 
is available, and the individual who can 
discipline himself to “dig” for the informa- 
tion will show to advantage. 

However, there are situations that occa- 
sionally offer the opportunity to absorb 
great hunks of product knowledge in a con- 
centrated period of time, and which are 
served up in such a manner as to make 
the collection and absorption of the infor- 
mation an interesting and stimulating pas- 
time. These are in the form of industry 
shows of new and improved products, to- 


gether with the meetings and other events 
that usually go along with such shows. 

Such an event comes up early next year 
in the form of the 12th Exposition of the 
Air Conditioning, Heating & Refrigeration 
Industry, Feb. 12-15 at the Great Western 
Exhibit Center in Los Angeles. At this Show 
all of the industry’s product lines, in their 
latest stages of development, will be on dis- 
play. In attendance from the factory head- 
quarters will be specialists eager to give 
out with information about the products 
and their application. 

In addition, an accompanying technical 
conference program of a breadth and depth 
probably without equal in the industry’s 
history will provide a forum for discussion 
by leading authorities in the proper ap- 
plication of the industry’s present line of 
products. 

So the 12th Exposition offers a match- 
less opportunity for anyone who sells at any 
level, to increase his knowledge of product. 
It would be impossible to estimate the cost 
of developing, on an individual basis, the 
opportunity for acquiring knowledge on the 
scale that will be made available in Los 
Angeles in February. On that basis, it is 
hard to see how anyone who is deeply in- 
volved in selling the industry’s product, 
can afford not to go. 


If you truly mean to persuade a man, you must have his goodwill. 


Your 


approach must be disarming so that he does not assume an attitude of defense. 
You must not seem to be opposing your conviction to his, challenging him to a 


contest in which his pride is at stake. 


On the contrary, you must be friendly 


and show respect for the quality of his mind, avoiding any implication of superiority 
on your part.—louvis J. Halle, Jr., Business Management. 


A good salesman is somewhat like a key. Sometimes he must have brass. 


He must always go around poking in the right places. 
Above all he must be able to open a closed door.—frank G. 


pockets jingle. 
Mclinnis, Charlotte (N.C.) News. 


He will always make 


THE ADVANTAGES 


American Gas Association 
New York, N. Y. 
Editor: 

It sure was good to see you 
and Bob here in New York the 
other day. I appreciate very 
much you taking the time out 
of a busy day to stop by. 

I said that I would be de- 
lighted to give you briefly some- 
thing about which I think we 
year-round air conditioning 
folks should do more of. That 
is, tell a more rounded story 
about the benefits of year-round 
conditioning. Certainly the truly 
modern home will soon be year- 
round conditioned. It is good for 
the buyer, for the builder, for 
the architect, for the appraiser, 
and for the money lender. 

Here is a list of a few of the 
benefits of year-round air con- 
ditioning, actually—a_ better 
name is climateering: 

1. Less work for mama. 
Doors and windows may be kept 
closed cutting down dirt and 
dust from outside—less dusting. 

2. More comfortable sleeping 
hours for the family. 

3. Less strain on the family’s 
health. 

4. ’Tis said that father’s life 


PNTORNCORS 


OF ‘CLIMATEERING’ 


span may be extended — 15 
years. (Watch out, some wives 
may not consider this a bene- 
fit!) 

5. The whole family spends 
more time at home. 

6. Children stay home more 
—less juvenile delinquency. 

7. Easier and longer naps for 
the little children. 

8. Children have better dis- 
positions. 

9. Children and grownups 
have fewer illnesses. 

10. Children free of skin 
diseases. 

11. Favorite meals can be 
eaten and enjoyed year round. 

12. Because windows can be 
locked—some protection against 
burglars. 

13. No worry about or dam- 
age from rain pouring in when 
family is away and sudden 
storm comes up. 

14. Value of the year-round 
conditioned house is greater 
new and for resale. 

15. Added cost per month on 
mortgage very little. 

16. Gas company service? 

All good wishes. 

C. S. STACKPOLE, 
Managing Director 


inte 


A COUPLE SHORT ONES 


“Freon” Div. du Pont 
Wilmington, Dela. 


Editor: 
I have just read the Nov. 


6 issue of the News, including 


the list of azeotropes which you kindly attributed to me. I find 
that the composition of the first azeotrope listed should be 48.8% 
Refrigerant-22 by weight and 51.2% Refrigerant-115. The printed 
composition is in volume percent and I neglected to make the 
proper note when I sent you the list. 

R. C. DOWNING 


El Nido, Calif. 
Editor: 

Your “All Things Change” editorial dealing with misapplica- 
tion of good equipment by contractors cites several examples of 
violations of “Murphy’s Law” which states: 

If it can fail, it will. 
If it fails, it will fail at the worst possible time and place. 
If it can be hooked up wrong, someone will do it that way. 


If it can be operated incorrectly, someone will operate 
it that way. 
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Carrier Program Designed To Help Field Salesman 
Help Consulting Engineer and Mechanical Contractor 


SYRACUSE, N. Y.—Carrier 
Air Conditioning Co. this year 
took the first step in a newly- 
developed program designed to 
help the field salesman help the 
consulting engineer and me- 


chanical contractor, the com- 
pany reports. 
The Carrier Direct Sales 


Training Dept., a new office de- 
voted to finding ways to serve 
the consultant through the 
salesman, presented a traveling 
sales seminar for the Carrier 
Direct Sales organization in 
eight key U. S. and Canadian 
cities. 

The two-day seminar was 
conducted by William C. Heck, 
supervisor of the new depart- 
ment; Kenneth R. Vaughn, 
manager of sales promotion and 
sales training; and James H. 
Carpenter, manager of technical 
training. 


effective and helpful in his deal- 
ings with accounts.” 

A pocket-size engineering 
manual, an air conditioning 
unit schedule, and a library of 
visual aids for group presenta- 
tions were among the new ma- 
tcrials presented at the meet- 
ings. 

“These tools were primarily 
designed for use by our sales 
engineers,” Heck said, “but 
many of those attending felt 
that the material would also be 
helpful to customer accounts.” 

Introduction of the compact 
Carrier Weathermaker Hand- 
book brought the most enthusi- 
astic response, according to 
Heck. This loose-leaf book is a 
digest of useful air conditioning 
engineering tables and product 
information. Each of its 10 
chapters is labeled for quick 


reference, making it a handy 
time-saver for preliminary engi- 
neering, he said. 


A major feature is a section 
on design data condensed from 
the latest air conditioning de- 
sign manuals. The chapter 
covers load estimating, air dis- 
tribution, piping design, and 
other necessary information for 
those laying out a system. Sales 
engineers at the seminar found 
they could answer a question 
or complete a load estimate 
quickly with only the briefest 
introduction to the book, it was 
pointed out. — 


The effectiveness of a new 
form for taking air handling 
unit specifications from draw- 
ings was demonstrated by hav- 
ing those attending the meeting 
solve actual problems. Using 
the one-page form for the first 


Je * 


ee Vis 


WEATHERMAKER HANDBOOK was introduced at a series of Carrier direct sales seminars. 


time, salesmen found they 
could complete the “take-off” 
in one-fourth of the time nor- 
mally spent. 


A library of visual aids and 
meeting materials was also dis- 
played. The aids include film 
strips, sound-slides, flannel 
cards, and other visual material 
covering sales, products, engi- 
neering, business management, 
and service. Libraries are being 


made available to each field 
office for use in preparing group 
presentations. 


Those attending also received 
a “sales control system” that 
standardizes the recording of 
relations with an account. The 
loose-leaf notebook enables the 
salesman to maintain a com- 
plete written history of each 
contract, and plan his activities 
accordingly. 


“Our primary responsibility | 


is the development and distri- 
bution of materials and aids 
for the sharpening of sales 
skills,’ Heck said. “In short, 
we will do everything possible 
to help the salesman be more 


Rochester Names 
Lingg, Eastman 


ROCHESTER, N. Y.— Ap- 
pointments of Kenneth F. 
Lingg as general sales manager 
and Glenn UH. 
Eastman as re- 
frigeration tub- 
ing sales man- 
ager of the 
Rochester Prod- 
ucts Div. of Gen- 
eral Motors were 
announced by 
Russell F. Sand- 
ers, director of 
sales and engineering. 

Both positions are newly- 
created. Lingg will be in charge 
of all sales activities of the divi- 
sion with Eastman reporting to 
him with responsibility for an 
expanded refrigeration tubing 
sales department. 

Sanders also announced that 
Charles D. Cork has been trans- 
ferred from the automotive 
sales department to the refrig- 
eration department, reporting 
to Eastman. 

Lingg has been serving as 
sales manager for the division 
since 1960 and has held a va- 
riety of positions with the 
Rochester Products sales and 
service department since he 
joined the division in 1943. 

Eastman joined Rochester 
Products in 1939 as an hourly 
rate employe and was named a 
junior process engineer in 1949. 
He was transferred to the prod- 
uct engineering department in 
1950 and was named a sales en- 
gineer in the sales department 
in 1951. 

Cork has been with Rochester 
Products since 1950. He was 
transferred to the sales depart- 
ment in 1960. 


For Your Reprint Copy 
“Emergency Diagnosis, Repair of Her- 
metic Unit Electric Components,” by 
John L. Zant, mail this ad with your 
name and address to: Air Condition- 
ing, Heating & Refrigeration News, 
450 W. Fort, Detroit 26, Mich. 

Only 25¢ each. 
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THE SPORLAN 


All 


with the Original Molded Porous Core 


Introduced fifteen years ago... 
Now the most widely acclaimed Filter - Drier! 


Read this Original Sporlan Catch-All ad... 
published way back in January, 1947. Long before 


anyone else even thought of a molded porous core. 


A core that couldn’t powder or pack, or let the 
refrigerant channel or by pass it. No one except Sporlan 


thought of filtering the refrigerant 


instead of straining it. 


installations... 


the most complete line of 
filter-driers in the industry 


There’s a Catch-All for every capacity from 
fractional horse power units to large capacity 


Sporlan developed the now famous Catch-All filter- 
drier to meet the need of eliminating such problems 
as moisture, acid, sludge and other foreign matter in 
a refrigeration system. Today, through constant en- 
gineering research, its molded porous core is univer- 
sally accepted as the foremost drying, acid removing 
and filtering agent for all air conditioning and re- 
frigeration systems. 


Only Sporlan offers you fifteen years of experience in 
the application of molded porous core filter-drier units. 


Only Sporlan gives double activation... before and 
after assembly. Immediately after the final activation 
the unit is sealed with moisture- 
tamper proof seals. 


so, remember... if you want perfectly clean, 
perfectly dry refrigeration and air conditioning systems... 
buy Sporlan Catch- Alls, 
the Perfect Filter-Drier since 1947. 


SPORLA N VALVE COMPANY 


7525 SUSSEX AVENUE 


ST. LOUIS 17, MISSOURI 


EXPORT DEPT., 85 BROAD ST., NEW YORK 4, N.Y 
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Emphasize Engineering Know-How, Technical 
Assistance In American-Standard Controls Marketing 


DETROIT — A simple switch 
in approach, emphasis, and 
technique—‘“‘a change from the 
old-fashioned, slow - shooting 
musket to the modern, rapid- 
firing rifle’— has enabled the 
American - Standard Controls 
Div. vastly to improve its 
marksmanship in marketing. 

“In this instance,” it was ex- 
plained, “the musket is the 
general-line peddler and the 
rifle is the specialized technical 
sales representative.” 

By substituting a general-line 
sales force with a select staff of 
specialized technical sales rep- 
resentatives who are fully 
oriented on (1) the technical 
aspects of their products and 
(2) the particular needs of the 
industry these men call on, the 
American-Standard Controls 


Div. is now establishing a 
mutually helpful and profitable 
customer - supplier relationship, 
the division reported. 

“On the one hand, this new, 
close-working association pro- 
vides more competent cost- 
saving, efficiency - improving 
service for customers; on the 
other hand, it is effectively 
building, without fuss and fan- 
fare, a broader, more profitable 
sales base and generating good- 
will for the division.” 

According to J. R. Warnock, 
vice president - marketing, the 
new policy applies to nearly all 
product lines and services of 
the American-Standard Con- 
trols Div. The only exceptions 
to this are certain selling areas 
which will continue to be serv- 
iced by manufacturers’ agents, 


“a traditional practice widely 


accepted by the industry 
served.” 

He says this new marketing 
approach “puts engineering 


know-how and technical assist- 
ance exactly where these fac- 
tors belong: across the table 
with our customers.” 

Another important benefit 
derived by the division, he adds, 
is constructive image-building. 

“Tt enables present and pros- 
pective customers to obtain, 
through personal contact and 
direct exchange of ideas with 
these specialized salesmen, a 
broader and yet more intimate 
picture of our organization as 
an enterprising entity—its fa- 
cilities, operational scope, engi- 
neering capabilities, and serv- 
ices-in-depth in relation to spe- 


cific application problems. 

“Heretofore, we made our 
customer contacts through 
regional representatives who, 
for the most part, were ac- 
quainted generally, not tech- 
nically, with their various prod- 
uct lines. For technical informa- 
tion and engineering application 
assistance on a specific product 
for a particular job or an off- 
the-beaten-track use, they were 
forced to send an S. O. S. toa 
regional or headquarters spe- 
cialist. 

“Result: Without fully realiz- 
ing it, we were scattering our 
shots—making sales somewhat 
haphazardly — instead of con- 
centrating our fire directly on 
the target and squarely hitting 
the bull’s-eye as we wanted. 

“The accomplishment of spe- 
cialization in our field contact 
work stems from a complete re- 
alignment of marketing man- 
agement and field assignments. 
The organization chart, working 


Sales Academy 


: ie Here's why | always pick H &M water-cooled condensers“... 


...you can clean them safely 
because you clean them 
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SCY Halstead: Mitchell im 


“Time was when I used chemicals to 
clean out the scale and sludge in my 
water-cooled refrigeration systems. 
But soon I found out that the chemi- 
cals were doing damage not only to 
the condensers but the cooling tower 
and pump, too. 


wcities ell 


“Now I always buy Halstead & 
Mitchell Water-Cooled Condensers, 


because they can be cleaned safely 


© 


with a simple mechanical tool and an 
ordinary electric drill. The end plates 
remove easily to expose the water 
tubes.” 


Another good reason to choose H&M condensers: 
they give more liquid sub-cooling be- 
cause of the double-tube design and 
true counterflow of refrigerant and 
water. 


There are five different types, in- 
cluding models for sea water or poor 
water conditions, in capacities of 4 
to 25 tons. 

Call your parts wholesaler for more 
information, or write for Bulletin 
WC-300. Halstead & Mitchell Co., 
Dept. H-121 Bessemer Building, Pitts- 
burgh 22, Pa. 


Water-Cooled Condensers + Air Handlers and Coils + Cooling Towers ~« Air-Cooled Condensers 
Export Representatives: Sabal-Kielmann, Inc., 15 William St., New York 5, N. Y. 


back from the customer to our 
headquarters, now represents a 
smooth, direct flow of technical 
competence. 

“Also, and equally important, 
this field specialization marks 
the logical progression of ap- 
plying, with maximum simplic- 
ity and effectiveness, our spe- 
cialized technical knowledge, 
skills, and services on Detroit 
valves and controls and their 
uses for meeting our customers’ 
individual requirements or solv- 
ing unusual control and valve — 
application problems most effi- 
ciently.” 


How Former System 
Was Set Up 


Formerly, a customer or pros- 
pective customer of the Ameri- 
can-Standard Controls Div. 
dealt with a general territorial 
salesman who reported to a 
regional manager; at this level 
the services of a regional spe- 
cialist were available to the 
customer. 

The regional manager, in 
turn, reported to the general 
sales manager, who was re- 
sponsible for all home office and 
plant contacts on major mat- 
ters. Included were products, 
their development, improvement 
and refinement, and packaging; 
market trends and marketing 
plans development, and final 
product distribution. 

The general sales manager 
also kept a supervisory watch 
over the activities of seven 
headquarters-based sales spe- 
cialists; each man had charge 
of a specific product area en- 
compassing refrigeration and 
heating, appliance, and indus- 
trial controls for OEM ac- 
counts. 


Shortcomings 

This system in practice re- 
vealed certain major shortcom- 
ings. For example: 

1. Specialized application 
know-how and design-engineer- 
ing experience and assistance 
were neither immediately nor 
continuously available to cus- 
tomers. 

2. Responsibility for a prod- 
uct line—its engineering, mar- 
keting strategy, and sales—fell 
into the lap of a product man- 
ager at the home office. 

3. A general-line salesman, 
working back to headquarters 
through non-specialized chan- 
nels, invariably proved unable 
adequately to appraise applica- 
tion and sales engineering per- 
sonnel at the home office of spe- 
cific customer requirements and 
problems. 

4. Likewise, a regional man- 
ager was, in effect, a jack-of-all- 
trades from the sales stand- 
point. Because of his particular 
territory assignment, he neces- 
sarily kept abreast of regional 
rather than national marketing 
activities embracing many in- 
dustries and customer types. 


Marketing Concept 
Has ‘New Look’ 


Now the division’s marketing 
concept and sales philosophy 
have a “new look.” 

In the newly-streamlined set- 
up, a one-industry representa- 
tive serving customers specifi- 
cally assigned to him is only a 


short step removed from a spe- 
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Dealer Gives Room Unit Trade-In Allowance 
Toward Purchase of Central System 


cialist from the home office. 

These specialists report to 
one of eight sales managers 
oriented in specific industries 
and customer types. OEM sales 
responsibility is divided, by 
sales manager, into’ three 
classes: appliance, heavy indus- 
trial, and refrigeration and air 
conditioning. 

With one exception, all whole- 
sale distribution is directed and 
coordinated by one sales man- 
ager; that sole exception is the 
West Coast, where a regional 
office (Los Angeles) is main- 
tained. Sales managers re- 
sponsible for these sales groups 
will report directly to the gen- 
eral sales manager. 


New Dimension Added 


Addition of a new dimension 
to this basic framework, it was 
stated, should also be noted: 

Under plans now being 
formulated by the division’s 
Marketing Dept., products sold 
to industrial consumers wili be 
integrated in an instrumenta- 
tion sales group. Included will 
be certain parts of the Detroit 
Controls and Norwood lines as 
well as the recentiy acquired 
Rochester Mfg. Co.’s Thermom- 
eter and Lindsay Gauge Lines. 

“At the right hand of each 
sales manager are _ product- 
oriented marketing managers 
who handled marketing - plan- 
ning and product-planning func- 
tions,” it was pointed out. 
“These men have a two-way 
flow of intelligence and com- 
munication through the divi- 
sion’s four manufacturing 
plants (at Detroit; Stratford, 
Conn.; Rochester, N. Y.; Mon- 
rovia, Calif.) through the sales 
manager. 

“Product managers in each 
category hold the responsibility 
for over-all marketing perform- 
ance—from the time a product 
is sold, as determined from cus- 
tomer needs, to its shipment out 
the door to the user. 

“In addition, working closely 
with the Sales Promotion-Ad- 
vertising Dept., the product 
manager plays an important 
part in merchandising planning 
and programming, including the 
development of essential sales 
tools. He also has the authority 
to initiate development of new 
products and modification or 
adaptation of existing products 
as may be required by sales 
managers.” 


Other Important Effects 


Have other important effects 
of this new marketing concept 
resulted? And if so, what are 
they? 

“For one thing,” it was noted, 
“the division’s requirements for 
manpower and demands upon 
specialization have increased. 
Gone from the scene, however, 
are four regional sales offices; 
but effectively off-setting their 
elimination has been the 
strengthening and expansion of 
three former regional ware- 
houses in Stratford, Chicago, 
and Los Angeles to service the 
entire wholesale field. Previous- 
ly, a portion of the off-the-shelf 
business was handled directly 


For Your Reprint Copy 
“Short, Short Course in Air Condition- 
ing Fundamentals.” By D. C. Schaffer. 
Mail this ad with your name and 
address to: Air Conditioning, Heating 
& Refrigeration News, 450 W. Fort, 

Detroit 26, Mich. 
Only 25¢ each. 


by the firm’s headquarters. 

“In full-scale operation for a 
limited period thus far, the new 
system already is triggering a 
perceptible improvement in dol- 
lar volume, better customer re- 
lations, and greater goodwill 
for the division. 


Proof of the Pudding 


As proof of the pudding, 
Warnock cites the company’s 
experience in Texas, where two 
men — one working with OEM 
customers and the other with 
wholesaler accounts — already 
are turning in a proportionately 
better performance than the 
general-line representative they 
succeeded. 

“For any further proof of the 
effectiveness of our new ap- 
proach to marketing,” he con- 
cludes, “all I have to do is to 
look at how our customers in 
the other states are also boost- 
ing their volume of business 
with us.” 


CLEARWATER, Fla.—Offer- 
ing homeowners a_ reasonable 
trade-in allowance for all win- 
dow-type air conditioning units 
already in use in the home has 
accelerated central air condi- 
tioning sales for Tack & 
Warren, Inc., heating and air 
conditioning contractor here. 

This decision was made by 
Frank Tack and George Warren, 
founders of this big Florida air 
conditioning firm, when it was 
found that a lot of homeowners 
were regretfully passing up cen- 
tral air conditioning — simply 
because they had anywhere 
from $200 to $900 already in- 
vested in window air condition- 
ers, and were unwilling to lose 
any part of the investment. 

Of course, Tack & Warren 
could have advised them to sell 
their own air conditioning 


equipment via the classified ad- 
vertising sections of local news- 
papers. This, however, was a 
prospect which didn’t appeal to 
the average customer, and con- 


sequently, Tack & Warren 
shouldered the load them- 
selves. 


Now, when a customer has 
his own air conditioning unit 
in use, Tack & Warren sales- 
men write in an allowance 
figure on the proposal, which 
calls for the contractor to pick 
up the air conditioning units, 
which are then re-sold through 
the company showroom, usually 
at a break-even figure, or often, 
showing even a small profit. 

Incidentally, the Florida con- 
cern operates 17 radio-equipped 
trucks. The radio equipment is 
cutting costs significantly be- 
cause installation crews can 


use quick radio communication 
to solve problems, make deci- 


sions on the spot, ask for 
information, and _ otherwise 
eliminate unnecessary trips, 


telephone calls, and delays. 


Levitt & Sons Homes 
To Have Central Systems 


MATAWAN, N. J. — Official 
opening of Levitt & Sons’ new 
community of Strathmore took 
place recently when five exhibit 
homes ranging in price from 
about $16,000 to $25,000 were 
opened to the public. 


All homes in the 1,300-home 
community will come equipped 
with central air conditioning, it 
was reported. The first units 
are expected to be ready for 
occupancy by next fall. The 
Strathmore exhibit area is on 
Route 34, Matawan Township, 
in Monmouth County, northern 
New Jersey. 


Pride 


R 
Mostin We Bree Eee 


-2-IN YOUR PRODUCT 


ston, Sec-Tres. These long-time air conditioning specialists switched 
to Rangaire in January, 1960 and report a 25% sales increase in 1961 


over 1960. Need 


less to say they are very happy with Rangaire. 


Profit 


-». IN YOUR BUSINESS 


COMPLETE LINE Rangaire offers you complete size 
~~ Se any installation ranging from 2 tons and 


flexib: 
to 10 


QUALITY Rangaire’s fine quality components com- 
bined craftsmanship and 
know-how offer you the finest equipment on the market. 


Rangaire’s heavy duty components 
provide Siaent cating or heating no matter how hot 


wi skilled 


PERFORMANCE 


or cold the wea 


ies 
Gi Cobell Industries, Inc. 


as near as 
your telephone... 


ring components 


and the NAHB 


Write or call today for full details 


EASE OF INSTALLATION Rangaire units install quickly 
easily — are weatherproofed with a beautiful 
hi-bake enamel finish. 
MANUFACTURERS SUPPORT All Rangaire functional 
are factory guaranteed and the 

services its dealers to the maximum. 

ADVERTISING & 
tioning and Heating is advertised in Life Magazine 


motional programs are available for use in your area. 


Texas. 


Curtis aa Air conditioning Company, Fort Worth, 
A top air conditioning dealer for over 15 years 


handling several top brands. Curtis says he has had —~eaees 


success than ever before since coming with 


Prestige 


-»- IN YOUR COMMUNITY 


Wally — — Wally Sevits Refrigeration mJ Air Conditioning, 
‘Tucson 


Arizona. A long si ing d 


lealer who has 


sold many brands 


and a ‘recognized air eons authority. Wally took on the 
terrific job ever since. 


Rangaire line in 1959 and has done a 


company 


PROMOTION Rangaire Air Condi- 


B Jou Local advertising and pro- 


+ 


AIR CONDITIONING AND HEATING 


Cleburne, Texas 
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Salesmen Are ‘Want Creators’ 


People Will Not Automatically Buy All We Produce 


By Walter E. Blake, Sales Manager, 
Heating & Air Conditioning Div., Stewart-Warner Corp. 


Selling is not a game; al- 
though, to really succeed, a 
salesman must get a lot of fun 
out of his work. He must enjoy 
contact with people, exchang- 
ing ideas with them, and render- 
ing service to them. There is a 
very simple way to get people 
interested in you, and it is to 
be interested in them, or better 
still, be interested in what in- 
terests them. 

Bring your prospect an idea, 
a service, or a product that he 
can use profitably; and you 
have both a right to his time 
and a key to his wallet. The es- 
sence of good selling is double 
profit. Your prospect must pro- 
fit as well as you. 


To succeed in selling all you 
need is to be reasonably sure 
that your intelligence is at least 
average and you’re willing to 
work. 

Of course, if you are going 
to get the sales job accom- 
plished, you can’t be like some 
of these superstitious salesmen 
I know, who won’t work any 
week with a Friday in it. 

We are in a selling era where 
statistics show that, if you are 
in business for yourself, the 
probability that you will get 
into trouble is greater than at 
any time in this entire genera- 
tion. 

The reason for this grim re- 


port is not just another reces- 


sion, but the fundamental rea- 
son is that our economy has 
entered the toughest, rough- 
est phase of modern times; and, 
therefore, the businessman or 
salesman who doesn’t recog- 
nize what he is facing or know 
how to fight competition suc- 
cessfully, is going under. 

Every week now, an average 
of 347 firms are failing accord- 
ing to Dun & Bradstreet. Every 
full business day, almost 70 are 
going to the wall. At this rate 
of failure, 18,000 firms will die 
in 1961. 

Why are so many failing 
now? Dun & Bradstreet says 
the underlying causes in ma- 
jority of cases are — incompe- 
tence, lack og experience and 
managerial ability. 

This is a shocking situation, 
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' but managerial ability and com- 
petence means a successful op- 
eration; and one of the major 
ways of showing that ability 
and competence is via a strong 
sales program properly carried 
forward. 

Your job in selling is to win 
the confidence of others; and, 
to do this, you must radiate 
self-confidence, and that feeds 
on truth, fact, and knowledge. 
A bold front isn’t confidence 
because confidence and compe- 
tence go hand in hand. You 
must make the prospect’s in- 
terests your own and think 
constantly in terms of his 
wants. 


“We Put Our Head In 
The Door In the 30s’ 


We have been blaming the 
consumer for going on a buy- 
ing strike, blaming the govern- 
ment for high taxes and other 
programs, including a high un- 
employment situation. It is time 
we stop looking for someone or 
something to blame and look to 
ourselves to solve all economic 
and business problems. 

I remember when I started 
selling in the ’30’s, and things 
were really tough, as most of 
you know. We didn’t put our 
foot in the door in those days 
when we called on a retail pros- 
pect—we put our head in; and 
if Mrs. Prospect closed the 
door, we could keep right on 
talking. 

Selling is still the answer! It 
matters not what the market 
analysis proves regarding needs 


can produce. This is a fact 
which means that, if we do not 
introduce new impetus into buy- 
ing which will accelerate pur- 
chases, surpluses would pile up 
causing curtailed production, 
unemployment, and general eco- 
nomic decline. At the same 
time, our ability to produce 
products increases every day, 
which also forces us to find 
techniques for “speeding up” 
the selling pace. 


Salesmanship Must Be 


Dynamic, Not Passive 


Salesmanship cannot be pas- 
sive; it must become dynamic. 
The salesman who is going to 
meet the demands of today’s 
selling is going to be a special- 
ist and approach selling accord- 
ingly. He must be determined 
to acquire the necessary knowl- 
edge and skills regardless of 
how many preconceived ideas 
he must discard. 

One of the first things we 
must do to obtain selling suc- 
cess is to know ourselves better 
and to learn how we can put to 
full use powers which we have, 
but which we all too often do 
not use. 

Let me make it clear what we 
do in selling. Many time we 
talk about filling needs. Forget 
it!—tthis isn’t the case. We are 
not a needy people in this coun- 
try and haven’t been as long as 
any of us can remember. This 
is the most prosperous country 
in the world, and so are the 
people; in fact, we’re taking 
care of half the rest of the 


‘,. . REMEMBER that 
the closing of the sale is 
not the end of it. It is 
the beginning of a new 
relationship. Now your 
selling is with a customer 
rather than a prospect, 
and another new sale 
begins.’ 


answered, “I don’t want to 
know that much about it.” 
You make the American 
economy and way of life. As 
you create the want, a factory 
must manufacture the product 
or someone must deliver the 
service, which results in work. 
If the American public want it 
and don’t have the money, they 
can still buy it because one of 
the great businesses of our 
economy is lending money to 
you to buy what you want. 


Selling Creates 
Jobs for Many 


In creating that want by your 
prospect, you have automatical- 
ly created work and jobs for 
many people in different phases 
of business. 

Merchandise that is badly 
made or badly priced, as well 
as services that are _ poorly 
rendered, is on the skids—even 
at sacrifice prices. 

Only salesmen with the 
“guts” to take it and the prod- 
ucts and services to back them, 
will be able to meet the selling 
requirements. 

Speaking of service, gentle- 


world. 


‘Want Creators’ 


Our job is to create wants; 
we are “want creators.” You, 
as the salesman, create suffi- 
cient desire and a definite want 
in a prospect’s mind for your 
product or services and they 
are going to have it. 

This is a great profession; in 
fact, my son, Bob, who is now 
18 years old, tells me that the 
eareer he wants is in selling; 
and although many parents 
might, under similar circum- 
stances, advise their son to 
concentrate on some other pro- 
fession, I am very happy that 
he does want to sell, and also 
flattered to think that he would 
want to follow the same profes- 
sion that I am in. 

I have never disagreed; in 
fact, have encouraged it and 
believe he will do very well 
when the time comes for him to 
go forth and talk to people. 

Of course, I told him that it 


NEW 
BOOKS 


Maybe you missed them, 
look over this partial list 
and send your order today. 


© Autematic Control of Heating 
and Air Conditioning (revised), 
by John E. Haines. $10.50 

| nasa we | Fundamentals for 
Profession Engineers’ Exami- 

by Lloyd M. Polentz. 


nations, 
$9.50 


0 Estimater’s Heating, Plumbing, 
and Air-Conditioning Manhour 
Manual, by John S. Page. $7.50 

© Estimator’s Piping Manhour 
— by Page and Nation. 


©) Manual J—Load Calculation, by 
National Warm Air Heating & 
Air Conditioning Assn. $2.50 
0 ae ms of et kate by 
. Dossat. 
0 Standard ~ carer and Air 
Conditioning Questions and 
apewers, by Elonka and Minich. 


o tape rature Measurements in 
nine 


neceing. by Baker, Ryder, 
Ba Vol. 2, $13.00 
oO 1961. ASURAE Guide and Data 
Book. $12.50 


WABASH 7 


SOUTHERN PLANT: DANIA, FLORIDA 


One piece copper shell 
Cap-tube connections 
Solder connections to % ODS 


Screen areas from 1% sq. in. 
to 25 sq. in. 


Wide range of mone! screen sizes 


Ideal for liquid-and suction lines 


or desires for products or serv- wasn’t necessary for him to be Seiiness Mowe Pobtiehing < 4-61 
ices; nor how well it is engi- a blabbermouth like his father, || 459 w. Fort, Detroit 26, Mich. 
neered or manufactured; nor but some times it does help; in|] pjease rush me ...... copies of 
how large or good the adver- fact, that reminds me of the|| books checked above. 
tising and promotion budget time he stated to his mother|| Name... 
and program is— it still, as that he had a question to ask|| company 
everybody knows, has to be her regarding an important Street 
sold! subject, and she said, “Well, mage ety ee 
People will no longer buy why don’t you wait until your|| “'Y Econpapers: summon 
automatically all that industry dad comes home?” and he|| © Payment enclosed ( Bill me 
WABASH © One piece copper construction % cs 
am ¢ Filled with PA-400 Silica Gel | WRITE 
pe ¢ Complete acid removal 
. © Cap-tube connections | information 
e OD solder to % in. | cayormates 
¢ Double sealed to insure dryness | 
e Capacities from 1 cu. in.to 30 cu. in. WA BA S K 
PERFECT FOR SERVICING, REBUILDING, MANUFACTURING 
CORPORATION 


| “2300 So. Western Ave. 
Chicago 8, Il. 


EXPORT DEPT. 


| 13 E. 40th St. 
New York 
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men, one of the things you 
must do is “serve ’em to death” 
both during the course of the 
sale and after they are cus- 
tomers. Many companies and in- 
dividuals offer good products, a 
good story, good looks, good 
advertising, etc. The big differ- 
ence is that little word, service. 


It gives you the edge, and I 
don’t mean just going out to 
fix a faulty heating system 
when required. There are a 
number of methods you can 
serve customers in many 
thoughtful ways. It pays, it 
sells, it keeps them sold. 

No salesman can be long on 
the job before he finds that one 
of the most difficult things for 
any human being to do is make 
a decision. He wishes he did 
not have to make it at all. He 
would like to postpone it. He 
wishes somebody else would 
make it for him. The psycho- 
logical block against making a 
decision takes many forms; but 
it is almost universal. How- 


Sales Academy 


ever, people always get what 
they want badly enough. A 
strong enough desire created by 
you will overcome the hesita- 
tion to decide. 

The Narcotics Div. of the 
government states that you can 
drop a dope addict, penniless 
and friendless, into any city in 
the world; and, in a matter of 
a few hours, he will have dope. 
His desire is so strong that, by 
some unknown means, he will 
get it. 

This, I know, is an unpleasant 
example; but a very definite 
truth. The creative salesman 
puts this truth to work. He 
does not ask the question, “Why 
can’t I close?” but instead, 
“How can I increase his de- 
sire?” This is a positive ap- 
proach to his close. 


ness, remember that the clos- 
ing of the sale is not the end of 
it. It is the beginning of a new 
relationship. Now your selling 
is with a customer rather than 
a prospect, and another new 
sale begins. You find a way of 
doing that extra something for 
every customer, which reveals 
your individual consideration of 
him. You are not only keeping 
him sold on your product or 
services, but you are now build- 
ing the finest of sales organiza- 
tions — satisfied, happy users. 
They will take over the job of 
creating wants and desires 
among their relatives and 
friends to do business with you 
and your company. 

Gentlemen, like many of you, 
I have been selling for over 20 
years; and, like you, I like it; 
and, probably because I like it, 
it has appeared to like me. 

There is nothing to be afraid 
of, unless you are afraid of 


Taco Heaters 


Promotes Wales 


CRANSTON, R. I.—The pro- 
motion of Wilfred H. Wales to 
general sales manager of Taco 
Heaters, Inc., has ast 
been announced 
by H. A. Essley, 
vice president, 
operations. 

His _ previous 
position at Taco 
was field sales 
administrator. 

Essley also , 
announced that W. H. Wales 
Paul R. Friend has been ap- 
pointed manager of finance. 
Friend was previously associ- 
ated with Goodyear in the 
United States as well as in 
Europe. 

In another announcement, the 
company said Gregory Palmer, 
New Orleans, has been ap- 


. Indianapolis, 


pointed manufacturer’s repre- 
sentative. His territory includes 
the area south of and including 
Alexandria to the Gulf in 
Louisiana. 


Will In Meier Post 


INDIANAPOLIS—George H. 
Will has been appointed assist- 
ant sales manager of the Meier 
division, The 7 
Lau Blower Co., ‘s 
ac- 
cording to 
George C. Cran- 7 
fill, sales man- © 
ager. 

Meier produces 
propeller fan 
blades, attic 
fans, and indus- 
trial and_ residential 
heating equipment. 

Prior to his new appointment, 
Will was southeastern district 
sales manager. 


G. H. Will 


electric 


yourself. Get the thought firm- 


Finally, in this selling busi- jy planted in your mind that 


’“business profits do not come 


LARKIN 


QUALITY ENGINEERED 


TO DO A BETTER JOB 


HALF-TURRET 
HUMI-TEMP 


Model HT 


This forced convection unit is ideal for walk-in coolers 
and cold storage rooms. Available in capacities from 
2500 to 10600 Btu/hr at 10° TD. Mounts flush to 
wall and ceiling for maximum head room and storage 
space. Engineered to provide 100% usage of coil 
surface. Has built-in heat exchanger, patented LARKIN 
cross-fin coil, permanently lubricated motors, fully 


insulated drip pan. 


STANDARD 
HUMI-TEMP 


Model MT 


Available in capac- 
ities from 2400 to 
32000 Btu/hr at 
10° TD, which 
accurately balance 


condensing units of the same capacity. Will maintain 
proper temperature and humidity in walk-in coolers 
and many other applications. Has LARKIN cross-fin 
coil, insulated non-sweat drip pan, adjustable louvers, 
permanently lubricated motors. Easily serviced if 


necessary. 


Hundreds of thousands of LarKIN units are in use 
successfully from coast to coast and in many foreign 
countries proving their dependability. 


See your wholesaler or write for catalog 1049 B 


‘pe, 
©) LAGKIN COILS... 


519 Memorial Dr., S.E. 


ATLANTA 1, GEORGIA 


from making things, but from 
selling things business makes.” 

Let’s move ahead in our sell- 
ing—do a good selling job every 
day—it will give that good feel- 
ing of a job well done. 


Temperature Guessing 
Contest Boosts Room 
Conditicner Sales 


ST. LOUIS—A _ month-long 
temperature guessing contest on 
Radio Station KXOK, St. Louis, 
proved a successful yet inexpen- 
sive promotion for Marco Sales, 
Inc., distributor for Carrier Air 
Conditioning Co. in that city, and 
for 60 air conditioning dealers in 
eastern Missouri and south-cen- 
tral Illinois. 

Kenneth Roffmann, president 
of Marco, reports that area sales 
of Carrier air conditioners dur- 
ing the contest were about 20% 
ahead of the same period last 
year. He said the station pre- 
sented 300 spot announcements, 
which supported dealer sales. 

Contestants were invited to 
guess the highest official tem- 
perature recorded in St. Louis in 
July and mail their guess to the 
radio station. There were no 
other entry requirements. To 
avoid ties, KXOK directed listen- 
ers to list the day and time of 
the high temperature. 

The winner, who received a 
Carrier room air conditioner, 
was an 84-year-old semi-invalid, 
Mrs. Clarence Morrison of Jen- 
nings, Mo. Her correct guess: 
97° at 2:20 p.m. on July 31. 

To promote the contest, the 
station reported in each of its 
spot announcements that a Car- 
rier room unit was the prize. 
The only cost to Marco Sales 
was the price of the unit. 

“The amazing thing,” said 
Roffmann, “is that KXOK re- 
ceived 1,230 replies, three times 
more than for any of its many 
contests which it uses to build 
audience interest.” 

Because this event did not dif- 
fer greatly from the many 
others, station officials attribute 
the success to public interest in 
air conditioning. 

Roffmann and KXOK plan to 
repeat the promotion next year. 
“The station gained listeners, 
and I received $1,000 worth of 
one-minute spots—10 each day,” 
says Roffmann. 


Efficient, low-cost power for fans, 
air conditioning, heating, 


other applications 


Advanced design and quality construction are combined 
to assure efficient, low-cost power in the complete line of 


Leece-Neville shaded pole, 


permanent split capacitor and 


D. C. motors. Basic shaded pole motors range from 1/150 
to 1/4 hp . . . permanent split capacitor motors from 1/20 


to 1/3 hp... 


all capable of meeting U.L. and C.S.A. 


application tests. Leece-Neville’s fully staffed engineering 
department can help you adapt a basic unit or will custom- 
engineer a special motor to your requirements. For com- 
plete information, write Dept. AC-12, The Leece-Neville 
Company, Georgia Div., Athens Highway, Gainesville, Ga. 


D.c. moTORS —6, 12, 24, 32 and 
110 volt with single or 2-speed, 
reversible options. For 
details, write D. C. Motor Div., 
Cleveland 3, Ohio. 
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Bimetal Dial Thermometers Offered 


2” polished 
Stainless steel case 


@ A new and comprehensive 
line of bimetal dial thermometers 
—known as the “Master Therm” 
line—has been placed on the mar- 
ket by Marsh Instrument Co., 
Dept. AH&RN, 3501 Howard St., 
Skokie, Ill., a division of Colorado 
Oil & Gas Corp. 

The purpose of the new line, the 
company said, is to supplement as 
fully as possible the Marsh line of 
bourdon tube thermometers with 
bimetal thermometers of equal 
quality. 

“An exclusive feature of the 
new line is the use of the Marsh 
‘Conoweld’ process (as employed 
in making Marsh pressure 


gauges) to fuse the socket and 
stem of the thermometers into an 
integral watertight unit,” it was 
stated. “Another innovation is the 
Marsh ‘Read Easy’ dial as used 
in Marsh testing gauges. The dial 
is read like a caliper rule; inner 
arc showing major graduations; 
outer arc, fine graduations. In ther- 
mometers with dials larger than 
2 in., a two-level dial is used to 
provide non-parallax reading. 
“When required for heavy duty 
service, larger thermometers are 
available with ‘Marshalloy’ cases 
exactly as used in finest Marsh 
gauges. The ‘Recalibrator,’ as 
used in Marsh pressure gauges, is 
also found in the new bimetallic 
thermometers as a means of cor- 
recting them if they are knocked 
out of adjustment. The ‘Recali- 
bration’ can be made without dis- 
connecting the thermometer. 
“Adjustable thermometers may 
be turned in a full 360° circle and 
tilted over a full 180° arc to best 
reading angle; then securely 
locked in position.” 


_,humidity,” it was stated. 
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@ “High-fidelity music 
instrument 


announced by 


chandise Mart, Chicago 54, IIl. 
The instrument, called 


Humidity Meter 
Transistorized 


@ A new transistorized humid- 
ity meter with a highly sensitive 
“Humistor’ element incorporated 
as a probe has been introduced by 
the Telostat Corp., Dept. AH&RN, 
1003 First St., S.. Hopkins, Minn. 

The manufacturer said this 
“Humid-i-Meter” has been de- 
veloped for applications where 
precise knowledge of humidity is 
vital. ” 


“The sensing element in the 


nected to a high-fidelity amplifier, 


radio, or television set. Using the 
ductwork to carry the sound, the 
high- 
fidelity music evenly and without 


instrument “transmits 
distortion throughout the house,” 
it is claimed. 
used—one on the hot air ducts, 


a stereo effect results. 

“Known technically as a trans- 
ducer, the Musical-Aire unit uti- 
lizes a specially designed and 
treated speaker. The entire unit 


flows 
out of every hot air register in 
the house” from a new electronic 
the 
newly-formed Roger Mark Corp., 
Dept. AH&RN, Suite 1177, Mer- 


“Musi- 
cal-Aire,” is mounted directly on 


the sheet metal chamber or duct 
above the furnace and then con- 


“Tf two units are 


the other on the cold air return— 


Hi-Fi Music Flows from Register 


is impervious to temperature, dry- 
ing, and dust.” 

Musical-Aire has a suggested 
retail price of $49.95. 


probe is a semi-conductor whose 
electrical resistance changes in- 
stantly with changes in relative 


modu-aire 


Hideaway Model 
With Extended 
Drain Pan 


Model illustrated: 


M.H. Hideaway Modu-aire 


Entirely new usAIRco slim line (8%” overall) Modu- 
aire Hideaway Unit. New extended drain pan completely 
surrounds whole unit to catch any moisture. Condensate 
problems are entirely eliminated. Built to last a lifetime. 


This slim line unit is particularly suitable for hotels, 


motels, office buildings, 


apartments or any multiple 


structure where ceiling height or closet space is limited. 


WRITE FOR BULLETIN “96-B” 
United States Air Conditioning Corporation 


Dept. 77 


Delaware, Ohio 


SALES REPRESENTATIVES IN ALL PRINCIPAL CITIES 
Consult your Telephone Directory Yellow Pages ; 
Export Office, 13 E. 40th Street, New York 16, N.Y., USA 


Ice Machine Desig 


pert go 


In addition to being used as a 
portable test instrument, the 
Humid-i-Meter can be utilized as 
a permanently wired-in instru- 
ment for continuous monitoring 
and readout, or it can be incor- 
porated in other products as an 
OEM component. Typical uses for 
the Humid-i-Meter are said to in- 
clude laboratory testing, controll- 
ing humidity in computer rooms 
and test chambers, and in numer- 
ous industrial drying applications. 


@ Broadening its line, the La 
Crosse Cooler Co., Dept. AH&RN, 
2809-17 Losey Blvd., S., La Crosse, 
; Wis., has announced a new model 
» of its “Flake King” automatic ice 
machine. 

This item has been designed 
with the smaller user in mind, 
producing up to 300 Ibs of flake 
ice per 24 hours, it was noted. The 


ned for Small User 


units is 38 in. high “which allows 
it to fit into the average underbar 
arrangement as well as backbar 
and kitchen locations.” 

The unit is finished in gray 
hammertone enamel and includes 
a built-in storage bin with a ca- 
pacity of approximately 175 lbs 
and constructed of stainless steel. 
The storage compartment door is 
also stainless steel in an em- 
bossed design. 

The ice production system is 
powered by a hermetic ‘'4-hp 
compressor and the unique ice 
harvesting drive system is un- 
usually compact and strong, the 
company said. Servicing can be 
accomplished “easily and quickly” 
from the front by removing the 
entire system intact from the 
cabinet. Adjustable legs for ease 
of cleaning complete the design. 


Selling and 


Portable Hoist Has 
2 Methods of Operation 


@ A new lifting tool called the 
“Hercules Porta-Hoist” is being 
marketed by Fairfield Industries, 
Inc., Dept. AH&RN, Passaic Ave. 
and Pier Lane, Caldwell, N. J. 

The tool can lift, lower, or move 
1,500 lbs a distance of 150 ft, ac- 
cording to the company. Among 
its uses are: lifting and setting of 
valves, fittings, and heavy piping 
horizontally in trenches or verti- 
cally in pipe shafts. It also lifts, 
lowers, and moves fans, louvers, 
unit heaters, unit ventilators, ra- 
diators, oil and gas burners, sec- 
tional boilers, all types of pumps, 
and air exhauster units. 


“There are two methods of 
using the Porta-Hoist Kit,” it was 
explained. “The first is by stand- 
ing the Porta-Hoist against a 
column and _ securing it with 
chains and turnbuckle. The snatch 
block is then located over load to 
be lifted or lowered. Cable is then 
fed over pulley and _ through 
snatch block and is ready for lift- 
ing. Location of lifts are un- 
limited. All that is necessary is to 
shift snatch block. 


“Second method is by using 


638 pages, 


like the « i ! , this 


to show exactly how many firms 
profits. 
sell 


Please rush me copies 


hook at top of tool and attaching a eile is daw Ue Od abe da vee 
it to beam, bar joist, or other suit- ENG SEE OETA CP EAPO 
able support above load to be 

lifted. Cable loop is fed with eye RE UTES ek MR RB 
hook over pulley and attached to City 


the load and is then ready for 
action.” 


C) Payment enclosed (if so we pay 


2 Famous Books on... 


BOTH FEET ON THE GROUND 
by George F. Taubeneck 


appliances, but the basic principles can be applied to any field. 
brisk, interesting style the author provides a wealth of ‘‘case histories" 


The many tested and proven ideas described here will help you 
more goods at greater profit than you 


SPECIAL OFFER — BOTH BOOKS FOR $7.50 


Business News Publishing Co. 
450 W. Fort, Detroit 26, Mich. 


[J One Foot in the Door, $3. [) Both Feet on the Ground, $5.95. 
C) Special offer—both for $7.50. 


Merchandising 


This is one of the funniest—and most 
useful—books on the business of 
merchandising and selling ever written. 
Laugh and relax while you learn. 


ONE FOOT 
IN 
THE DOOR 


by George F. Taubeneck 
386 pages, 6 x 9, $3.00 


The author is widely recognized as 
an authority on the subject of selling 
and merchandising, as well as a 
top-notch professional writer. This - 
combination results in a most readable 
yet authoritative book. 


6 x 9, $5.95 


book is primarily concerned with 


Ina 
achieve successful sales records and 


think possible. 


each of the following books: 
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@ A new line of American- 
Standard cooling coils for air 
conditioning, process cooling, and 
general cooling application is now 
available from American-Standard 
Industrial Div., Dept. AH&RN, 
Detroit 32, Mich. 

Available as Types W standard, 
DW drainable, and RW cleanable 
chilled water coils, or Type X 
direct expansion coils, the full line 
provides a choice of more than 
10,000 combinations for size, ar- 
rangement, and capacity to meet 
the widest possible range of ap- 
plication conditions in a standard 
or “stock” unit, the division said. 

Type DW chilled water coils are 
completely drainable by means of 
auxiliary drain headers. Type DW 
coils are available in tube lengths 
ranging from 24 to 120 in., in 5 
face widths from 12-tube to 24- 
tube, in coil depth from 3 to 8 
rows of tubes, in 2 fin spacings 
and with 2 circuiting arrange- 
ments. 

Type W chilled water coil is 
“an economical design for general 
purpose cooling.”” They are avail- 
able in tube lengths from 24 to 
120 in., in 5 face widths, in coil 
depth from 1 to 8 rows, in 2 fin 
spacings and with 4 circuiting ar- 
rangements. 

Type RW coils are “completely 
and easily accessible for straight- 


through tube cleaning.” They are 
recommended for well water, cool- 
ing tower water, or any other 
medium which can cause fouling. 

Type X direct expansion coils 
feature an exclusive distributor 
design which provides even dis- 
tribution of refrigerant under all 
loading conditions without slug- 
ging and without starving the 
coil, it was stated. A choice of 5 
tube faces, lengths from 24 to 120 
in., in coil depth 2 to 8 rows, and 
2 fin spacings, is offered. 


Anti-lce Temperature 
Contro! Developed 


@ A new anti-ice temperature 
control using a “highly accurate” 
mercury thermostat has been de- 
: veloped by the 
Vap-Air Div. of 
Vapor Corp., Dept. 
AHERN, 6444 W. 
Howard St., Chi- 
cago 48, Ill. 

This unit was 
designed primari- 
ly for outdoor in- 
stallation on mi- 
crowave, radar, 
and other com- 
munications an- 
tennas or sensitive electronic 
equipment. The device has many 
other applications where tempera- 
tures are to be held within cer- 
tain ranges automatically. 

The unit controls electric power 
up to 25 amperes for electric 
heater cables, fire alarms, immer- 
sion units, mats, or any other 
form of heating and cooling de- 
vices. Operation is from either 
115-volt AC or 230-volt AC. If it is 
housed in a weatherproof case and 
is not subject to altitude changes 
or aging, and will last many 
years without calibration or ad- 
justment, the company claims. 


Offers New Cooling Coil Line 
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FOUR REASONS WHY SUPERMARKET OWNERS 
CHOOSE LEHIGH OPEN TYPE EQUIPMENT 


@ LOW COST 

@ IMMEDIATE DELIVERY 

@ LONG-TERM DEPENDABILITY 
@ CONTINUOUS SERVICE 


LEHIGH BLU-COLD COMPRESSORS AND CONDENSING UNITS 
% H.P. to 7% HP, @ AIR—AIR-WATER— WATER 


LEHIGH MANUFACTURING COMPANY, 
Division of Lehigh, Inc., Easton, Pa. 
s of H 


‘vy Snot 


tic and Open Type Condensing Units; 
Compressors; Receivers ; Condenser Receivers. 


4 
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Fastener Starts 


Easier, Drives Faster 


@ Type “S,” described as a 
unique square-pointed fastener 
that starts easier and drives 
straighter, has been developed by 
National Lock Co., Dept. AH&RN, 
1902 Seventh St., Rockford, IIL, 
to replace most standard thread- 
forming and thread-cutting 
screws. 

Type “S,” the manufacturer 
stated, uses the same lead holes 
as most standard thread-cutting 
and thread-forming screws. This 
means that changes in present 
users’ tools are unnecessary, it 


Restyled, New Furnaces Introduced for '62 


Horizontal Series 


@ A restyled series, 15 new 
models, and some _ engineering 
changes highlight the 1962 gas- 
fired line of Chrysler Airtemp, 
Dept. AH&RN, 1600 Webster St., 
Dayton 4, Ohio. 

Four series are again offered: 
the Lo-Boy, Lo Hi-Boy, Counter- 
flow, and Horizontal. A total of 
37 models, ranging from 55,000 to 
275,000 Btu, are available com- 
pared to 22 in 1961. 

The Lo-Boy series features a 
built-in compartment for an op- 
tional electrostatic filter and a 
matching evaporator coil case for 


year-round air conditioning. Six 
models are offered in the series. 

Chrysler’s Lo Hi-Boy furnaces 
are restyled similar to the Lo- 
Boy line and offer colored panels, 
a snap-in access door, and a 
burner bracket mounting for sim- 
plified service. This series has 17 
models, nine more than last year’s 
line, and it includes five direct- 
drive furnaces. The latter models 
have a new blower design and a 
motor mount for “extremely 
quiet’”’ operation. 

The Horizontal series is in- 
creased from 4 to 10 models and 
the draft hood is changeable to 
either side for increased instal- 
lation flexibility. All 10 models can 
be equipped with high air flow 
blowers for year-round systems. 

The Counterflow series has four 
models, all available with an op- 
tional coil and coil case for air- 
conditioning. 

“Chrysler furnaces have a new 
step-opening gas valve to com- 
pletely eliminate start-up and 
shut-down noise. 


was stated. Further, Type 
lowers inventory requirements 
through the use of the one stand- 
ardized screw, it was reported. 
Technical benefits include a 
more favorable torque ratio to 
prevent screws from stripping, 
less possibility of head breaks, 
and less wear on operator and 
equipment, according to National 


Under-Counter Model 
Can Roll on Casters 


@ A 5-cu ft refrigerator by 
Kelvinator can be built-in under 
kitchen counter or in recreation 
room counter, or mounted on cast- 
ers and wheeled wherever the 
company is—patio, terrace, living 
room, anywhere there is an elec- 
tric outlet, according to Kelvinator 
Div., American Motors’ Corp., 
Dept. AH&RN, Detroit 32, Mich. 

A big 24-lb freezer chest stores 
up to 108 large ice cubes at one 
time, and storage tray below 
holds an additional 6 lbs. Two 
handy door shelves are extra deep 
for tall bottle storage. Magnetic 
door closure gasket “seals cold 
in, yet permits door to be opened 
easily.” 

The refrigerator measures 34% 
in. high, 23% in. wide, and 24% 
in. deep. 

Exterior color styling includes 
choice of pink, yellow, turquoise, 
Aztec copper, antique copper, and 
white. 


Oil Burner Safety Feature 
Added To Furnaces 


@ A new safety control feature 
is being added to oil burners of 
Thatcher furnaces and boilers, ac- 
cording to Thatcher Furnace Co., 
Dept. AH&RN, Center St., Gar- 
wood, N. J. Called the “Kwik- 
Sensor,” it is a burner-mounted 
primary control that shuts off the 
oil burner in the even of power, 


ignition, or flame failure. 


“S$” 


When you tap a can... 
Stop fumbling 


with loose parts 


Use a new Imperial 


Universal Tap-A-Can Valve 


No fumbling . . . no chance of misplacing rings with this 
new valve. Simply adjust guide and ring holder, tighten 
valve on can and attach charging line. Dispense any part 
of the refrigerant and save the rest. When can is empty, 
remove valve and use again. Fits all refrigerant cans 
(Can-O-Gas, Charge-A-Can and others). Ask for Impe- 
rial No. 331-C Universal Tap-A-Can Dispensing Valve. 


IMPERIAL 


Imperial-Eastman Corporation General Offices: 


Position 
for male 
spud or 
female 
threaded 
cans 


EASTMAN 


6300 West Howard Street, Chicogo 48, Iilineig 
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Name of my company is Air 
Filter Heating & Cooling. When 
I started in business the name 
of my company was Air Filter 
Service, and the name describes 
exactly what we did. We cleaned 
filters for commercial establish- 
ments, such as restaurants, de- 
partment stores, shoe stores, 
and what have you. 

To bring into focus the func- 
tions of the present organiza- 
tion I’m going to use a wheel 
and its spokes to emphasize 
each phase of the operation. As 
you know, each spoke of a 
wheel must be perfect if the 
wheel is to run smoothly. So 
it is with a business. Every 


phase is just as important as 
the other. 

The hub is labeled the “or- 
ganization.” Let’s say this is 
people or the group that plans 
the operation of the wheel. To- 
day we have 23 people in our 
company. Of course the number 
changes consistent with the 
economy and sales volume. 


Business Founded 

On Air Filter Service 

As the first spoke I’m going 
to talk about SERVICE because 
that’s how I started in this 
business. After attending a Re- 
frigeration School, I worked as 
a serviceman for an air condi- 
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Tried Methods DO Work 


Dealer Tells How He Uses Telephone, Direct Mail, 
Good Service To Sell Equipment In ‘Unlikely’ Market 


By Alex Einikis, Air Filter Heating & Cooling Co., Gary, Ind. 


tioning dealer, and became their 
top serviceman. I got married 
and I needed more money, so 
while working for this dealer, I 
started the Filter Service busi- 
ness. I did this on Saturdays 
and after working hours. 

As I started building up my 
filter route I had the oppor- 
tunity to see various types of 
installations — good and bad. 
Not only what I put in, but also 
what others put in, and this be- 
came a marvelous training 
ground for me. It is a great way 
to see how your competition cut 
corners on the job to get it, and 
the type of work they do. 


Attend All Factory 
Training Schools 


SNIFTER K KEEPS 


QUALITY UP 


LEAKPROOF CONSTRUCTION 


By passing the probe of this elec- 
_ tronic leak detector along the joints 
and seams of the valve, the Kero- 
test laboratory technician can spot 
a leak as minute as 1/100 of an 
ounce per year. To simulate actual 
in-line use during the test, the 
Kerotest packed globe valve being 
checked out here is fed a tracer gas 
and subjected to 290 psi. 
Kerotest employs more than a 
half dozen routine quality control 
tests on raw materials and in manu- 
facture and final valve assembly. 
It’s one of the important reasons 
why Kerotest valves last longer, 
perform more efficiently and eco- 
nomically. 
ASK FOR KEROTEST VALVES 
AT YOUR LOCAL WHOLESALERS 


KEROTEST MANUFACTURING CO. 


KEROTEST 


ll 


TO SNUFF! 


KEROTEST R12 
PACKED GLOBE VALVE 


The high quality brass valve 
for all types of refrigeration 
and air conditioning systems, 
nitrogen, oxygen (degreased), 
compressed air and liquefied 
peous gases. 

mee | and use the R12 
packed globe valve for ome. 
i an 


ing pressures up to 500 
° 


temperatures up to ‘ 


KEROTEST QUALITY 
CONTROLLED FEATURES 


e@ Generous areas assure ample flow 

e@ Swivel type seif-compensating seat 

@ Leak-lok bonnet design 

@ Repacks under pressure 

@ Positive shut-off 

@ Quick seating disc for easy 
operation 


R12 series 
R10 series 


” through 24%" forged brass 
%" through 4¥—” cast brass 


’ 2502 Liberty Ave. + Pittsburgh 22, Pa. 


24 


The success of our company 
is satisfied customers as a re- 
sult of good service training of 
the men and good service ren- 
dered. We guarantee 24-hour 
service on any type of equip- 
ment. 

My servicemen attend every 
training school and training 
program offered by G-E. This 
is a must. By attending these 
schools we were taught G-E’s 
recommended installation pro- 
cedure. We learned how to use 
nitrogen and completely evacu- 
ate the system. At the Kansas 
City school they induced me to 
buy a special pump and a spe- 
cial gauge so I could read when 
this equipment was to 200 
microns or below. 

We have installed over 200 
air conditioning jobs during the 
last four years, and we have 
yet to have our first burn-out. 
My service personnel not only 
attends G-E schools sponsored 
by them or by my distributor, 
but any training program that 
pertains to the heating and air 
conditioning business, even if it 
is on other makes of equipment. 


Holds Own Schools 


We also held our own private 
schools every week. In these 
meetings our serviceman would 
explain the nature of the com- 
plaint and how it was corrected. 
Faulty parts that had been re- 
placed were thoroughly ex- 
amined. This included every 
item on a furnace or an air 
conditioner. In this type of 
meeting we trained each other 
in servicing all types of equip- 
ment. 


Servicemen Sell 
For additional growth of our 
organization we_ service all 


makes and models, but we only 
stock G-E parts. A serviceman 
who runs upon obsolete equip- 
ment will try to sell a new job 
himself, and if the job is too big 


Gary, Ind. 


Yet 


It fits this issue well because 
that some say no longer will 


is one of the nation’s major steel-making 
centers. With the unsettled conditions faced by those depend- 
ent on the steel industry for their living it would seem an 
unlikely spot for the story of an outstanding air conditioning 
dealer sales achievement story in the past few years. 

“outstanding success’’ 
story of Alex Einikis and Air Filter Heating & Cooling Co. 


canvass, direct mail, and selling the builder on the value of 
good equipment service. There are concrete ideas here for all 
who are concerned with the sale of air conditioning. 

The manner in which the story was presented is worthy 
of the attention of manufacturers and distributors. Along with 
other dealers and some key distributor personnel, Alex Einikis 
was brought to the annual sales conference of the General 
Electric Central Distributors. These men discussed how intelli- 
gent sales and management methods make the sale of central 
unitary air conditioning equipment a profitable business with a 
bright future. Their presentations were the hit of the confer- 
ence, and might seem worthy of imitation. 


is the deserved label for the 


Alex did many of the things 
work—like using a telephone 


for him, he will bring this lead 
into the office. 

Our servicemen have prices 
available to them for simple re- 
placement of furnaces or air 
conditioners. If the serviceman 
feels that he will lose the job, 
and needs a more qualified 
salesman, he will bring this lead 


Sales Academy 


to the office, and will receive a 
reward of $.02 per hour raise in 
pay for the rest of the entire 
year. This is provided that we 
sell the job. 

To explain this a little more 
fully: The average man works 
approximately 2,000 hours. 
When the lead is brought in in 
January or February, which is 
when we are looking for work, 
he will receive $40. If the lead 
is brought in six months later, 
which is June and July, the 
start of the busy season, this 
lead is worth only half that 
amount, or $20. In September 
and October, when we are 
snowed with work, his lead is 
only worth $10. So the $.02 per 
hour sounds very good to him, 
and if he brings in five leads, he 
automatically will receive $.10 
per hour raise in pay. 

This incentive to our service- 
men has not only produced 
sales, but we know it has im- 
proved our service. Because 
when the men became interested 
in sales, they learned the more 
positive advantages and bene- 
fits of the equipment. Even 
though they were there to cor- 
rect a fault, or make an adjust- 
ment; they talked about the 
favorable elements rather than 
expounding further on the na- 
ture of the complaint, as many 
servicemen are inclined to do. 


First Leads Came 
From Service Jobs 


The spoke that really carries 
the load is sales. We started out 


in commercial sales, with leads 
coming primarily from filter 
users. In the third year in busi- 
ness we sold over 100 units. 
After this rapid rise in com- 
mercial sales, I wanted to have 
more year-round steady busi- 
ness, so we considered going 
into the heating and residential 
end of the business. 

Going to residential work was 
an entirely new endeavor for us. 
I had never equipped a home 
with forced air heat before. I 
received quite a bit of help in 
learning to size residential jobs 
from my distributor, the Sharpe 
Co. 


Direct Mail Program 
Led to 100 Jobs 


The residential heating busi- 
ness at first was mainly custom 
new homes. In 1957, we had our 
first release of gas, with 1,200 
permits issued and this is when 
I was introduced to a direct 
mail-out program and we were 
able to get over 100 of these 
jobs and even with two other 
G-E dealers in Gary. 

This first try with direct mail 
convinced us this was a good 
way to get leads. In 1958, in 
spite of the recession the coun- 
try was in, our business still in- 
creased and I became more 
aware of the replacement busi- 
ness. This is when I started to 
develop a sales organization. 

The sales organization was 
two men besides myself. Imme- 
diately I saw the need for an 
incentive program for salesmen. 


Salesmen Won Suits, 
Weekends In Chicago 


At the start I gave new suits, 
and weekends in Chicago for 
the salesmen that sold the most, 
and this created enthusiasm 
among the sales personnel. In 
developing the sales organiza- 
tion, I held meetings once a 
week. These meetings are ex- 
tremely important in giving a 
lift when the salesmen are 


SINCE 1937 


FOR ALL YOUR 
AIR CONDITIONING — HEATING 


and REFRIGERATION needs 
WHOLESALE DISTRIBUTORS THROUGHOUT MICHIGAN 


DETROIT 8, TR 1 -7000 
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MONDAY MORNING SALES meetings not only go over leads uncovered by 

telephone canvass and other means, they also cover product features and information 

on duct design, grille and register placement, and other installation detail. These 

meetings, says Alex Einikis, have enabled salesmen to sell 80% of their heating jobs 
on the first call! 


down. The sales training meet- 
ings also taught the salesmen 
correct application so they 
could answer all technical ques- 
tions which would help close the 
sale. In 1960 I had a sales man- 
ager that made $17,000 and two 
salesmen that average about 
$13,000 and I didn’t begrudge 
them a cent of it. 

We use all of the training 
material we can get from the 
manufacturer such as the G-E 
Sales College course. In addi- 
tion to our distributor running 
sales training sessions, we ran 
our own and still do. We use 
the G-E Retail Sales System, 
and its films and records, and 
other material of this type, 
have helped greatly. 


Financing Discussed 
In Sales Meeting 


In the sales meetings we also 
discuss Financing and the best 
way to get the job financed, 
whether the best was FHA or 
GECC, or even tie the job at 
the end of the mortgage. We 
presently are in a position to 
finance certain types of com- 
mercial installations ourselves, 
and have set up facilities for 
this purpose. 

With the country pulling out 
of the recession in the early 
part of ’59, we increased our 
sales force. We also had to start 
advertising and promoting, 
using every trick in the book 
to get leads. We used women 
door-to-door canvassers. We 
used the user program. 


In using the user we gave 
free gifts to the customer. We 
usually gave a small appliance. 
It was a toaster or coffee- 
maker or electric can opener. 
If the customer had these items, 
we offered a $20 bill instead. 
Once you get a customer and 
give them a gift you can bet 
on one or two additional sales 
through that particular cus- 
tomer. 


‘Boiler Room’ Operation 
Was Real Lead-Getter 


In 1959, the gas company an- 
nounced that all gas would be 
released to residential home- 
owners. Door-to-door canvass- 
ing was a slow process, sO we 
had to go to a different means 
of getting leads. This is when 
I developed the telephone can- 
cassing operation, which is also 
known as “the boiler room’”’ op- 
eration. It was a real lead get- 
ter. Many people would thank 
us for calling them up and in- 
forming them that gas was re- 
leased. From the calls, we 
learned whether they were in- 
terested in converting or chang- 
ing over to gas heat. 

To get this operation rolling, 
I built a soundproof “boiler 


room,” rearranging my shop to 
provide additional space for it. 
We installed four telephone 
booths in this room. These 
booths are equipped with acous- 
tic insulation. We usually hired 
housewives and worked three 
shifts in this operation. The 
first shift worked 9 am. to 
11:30. At 11:30 these girls 
went home and didn’t come 
back; a new shift came on at 
1 p.m. From 1 to 4 p.m. was 
the second shift. 


We would not work a girl 
over three or four hours be- 
cause she would get tired sit- 
ting and talking over the tele- 
phone, and it became a waste 
of time and effort on both parts. 
At 4 p.m. we sent the housewife 
home so she could get meals 
and feed her husband, and we 
would start again at 6 p.m. 
From 6 to 9 p.m. would be the 
third shift. 

For a telephone canvass, you 
can buy a reverse telephone 
directory, which lists names by 
area rather than the name al- 
phabetically. We used this book 
for Gary. In towns that had a 
population of 1,500 or less, we 
called everybody in the regular 
phone book. 


Started Own 

Sheet Metal Shop 

In 1960 the big splurge in gas 
heating was about over and the 
replacement market started to 
fall, so we had to look for new 
types of business. We started 
our own sheet metal shop, be- 
cause we were not in a good 
position to expand without it. 
We decided to contact project 
builders and as a result started 
with a new project building 
program. 

In contracting builders, price 
played a big role. To overcome 
this price objection, we had two 
things in our favor. No. 1 was 
the good name of the manufac- 
turer; and the other was serv- 
ice. 


Builder Sold on Firm’‘s 
Willingness To Service 


We found out that a lot of 
projects were being done by 
one-man or two-men_ shops 
working for wages. They did 
not provide 24-hour service for 
the customer. On numerous 
times, in talking to builders, we 
found out they had been called 
up in the middle of the night 
“to go down and fix the damn 
furnace.”’ Since we found out 
that service, too, was one of 
the main items that appealed 
to project builders, we now 
stress this point in all proposals 
to them. 

Buillders were sent letters 


that the homeowner would re- 
ceive, telling him who we were 


6 THE SUCCESS of 
our company is satisfied 
customers as a result of 
good service training of 
the men and good serv- 
ice rendered.9 


- and identifying my firm. We 


also pasted stickers on our fur- 
naces so the homeowner would 
know who to call for service. 
We also visited the homebuyer, 
after he moved in, and ex- 
plained to him the complete 
operation of the furnace. 


Our business in 1960 was 
15% commercial, 60% modern- 


ization or replacement, and 
25% new construction. Today 
it is 25% commercial, 40% 


modernization or replacement, 
and 35% new construction. 


Bank Display 
Builds Prestige 


At present, we have a news 
sales promotion which is two- 
fold. We mailed out 12,000 
pieces of literature, and at the 
same time we have set up a dis- 
play at the local bank. This has 
several benefits. It gives my 
place of business a true identi- 
fication as a reliable business- 
man in the community. The 
bank would not jeopardize their 
reputation with an unreliable 
firm. This paper will also be an- 
other sales tool for my sales 
personnel to use. 

We believe strongly in adver- 
tising for identification. It se- 
cures leads and creates sales. 
We have telephone directory 
listings; we use newspapers 
from time to time, and plan to 
use them more in our future 
programs. 

Our trucks are well identi- 
fied with signs. Trucks are also 
painted with scotch light, which 
is visible at a great distance, 
both day and night. 


‘Office Operations’ 


As the wheel turns, we now 
look at “Office Operations.” 
This covers all the paperwork 
that goes along with our oper- 
ation, including credit and col- 
lections. It also includes the. 
development of our advertising 
and promotion plans, preparing 


and handling job-site signs, 
looking after uniforms and 
other types of identification 


gimmicks. 

We make every effort to have 
a sign on every job; this is 
more difficult on replacements 
because sometimes it’s hard to 
work out with a customer, but 
we usually succeed in getting 
up a sign. This is important 
because if your company is 
doing good work, for God sake, 
let the people know who did 
it! 


Controlling Cost 
Of Doing Business 


In the final spoke we control 
the cost of doing business both 
from a cost and selling price 
angle. We have stressed re- 
peatedly to our salesmen the 
importance of not gouging the 
customer. I have turned down 
orders with $1,000 or more in 
profit rather than use question- 
able tactics. People tell others 
if they are treated fairly; they 
will recommend you and it pro- 
duces more sales. 

In pricing we use system 
figures which include the unit, 


duces itself to so much per duct 
run. We allow the salesmen 
some latitude in pricing but we 
believe in a fair price and also 
a reasonable profit. 

Knowing your costs is very 
important. We check the cost 
and profit on every job. Each 
job has a cost sheet. When the 
job is complete, the actual cost 
of labor and material is checked 


UP-TO-DATE servicing tools 
and equipment, making pos- 
sible prompt and efficient 
service operations, have 
done as much for the suc- 
cess of his sales operations 
as any other factor, thinks 

S Alex Ejnikis. He's even 
: been able to sell the value 
of good service to project 

builders! 


against the estimate. A good 
cost system is vital to any or- 
ganization if it is going to be 
successful. 

Not only do we check on 
labor and material, but we also 
check on sales personnel to see 
which is the real salesman and 
which is an order taker. This is 
easily recognized by the profit 
on the job. 


material, and labor that re- 


That's the experience behind Addison’s Com- 
mercial Line. Since 1949 our facilities have 
expanded each year to where we now have 
more than 200,000 square feet of manufac- 
turing area. Addison’s know how, experience 
and fully equipped plants are your assurance 


of quality products. 


- ADDISON AIR CONDITIONERS | 


a: 


ra 


«—5t =. 


for fr 


THERE’S REAL PROFIT FOR YOU BECAUSE: Addison Commercial Units are 
between the highly competitive residential market and the big, complex 


Pa talleti 


Easy to install * Flexible to meet any conditions— 


multiples for higher ratings * Quality features to sell customers and keep 
them sold * Durable, trouble free construction * A price structure that will 


get business for you, and at a profit. 


ALSO: HEAT PUMPS + WATER CHILLERS » ROOF TOP UNITS 


MANUFACTURERS REPRESENTATIVES 
Some territories still open. Write or 
call Commercial Division for details. 


PRODUCTS COMPANY 


101 RAILROAD STREET 


ADDISON, MICHIGAN 


* PHONE LI 7-1200 
25 
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There's a 
world of business 
waiting for your 
company 
OVETSEdS. 
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NOW! the News provides you with expanded opportunity 
to sell the growing world market for air conditioning, 
heating and refrigeration products. 


Based on the overwhelming success of News’ annual 
World Trade Issues, we are designating the 


December 18, 1961 issue 
April 16, 1962 issue 
December 17, 1962 issue 


for special World Trade Emphasis, in addition to the 
annual 


WORLD TRADE ISSUE 
August 6, 1962 


Make the most of this opportunity . . . schedule adver- 


tisements in each of these issues beamed directly to 
News’ foreign subscribers in 83 nations. The free world 
is one market . . . let your company grow with it. 


Act now . . . Advertising for the December 18, 1961 
issue closes December 6, 1961. 


NEW YORK, 521 Fifth Ave., MUrray Hill 2-1928-9, Robert M. Price 
CHICAGO, 134 S. LaSalle St., FRanklin 2-8643-4, Rex Smith 
LOS ANGELES, 4710 Crenshaw Blvd., AXminster 2-9501, Justin Hannon 


DETROIT, 450 W. Fort St., WOodward 2-0924, Al Schildhammer 
AIR CONDITIONING 
HEATING & REFRIGERATION 


BBWS 
The Newspaper of the Industry 


RESIDENTIAL #© COMMERCIAL ¢ INDUSTRIAL 


450 WEST FORT STREET e DETROIT 26, MICHIGAN 
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by 
FRANK J. VERSAGI 


TESTING LABORATORIES: 


Underwriters’ Laboratories (1) 


This is one of a series of articles discussing testing laboratories 
of several types. Due to increased activity with certification programs, 
complaints about delays in safety and performance testing, and re- 
peated suggestions that the heating-cooling industry should set up 
its own independent testifig laboratory, NEWS readers have requested 


an analysis of the role that existing laboratories are playing in the 


heating-cooling industry. 


Underwriters’ Laboratories— 
the nemesis of the industry. 

Underwriters’ Laboratories— 
indispensable. 

Within these extremes of in- 
tense dislike and high respect 
lies the broad range of practical 
relationships between heating- 
cooling manufacturers and UL. 

There are many complaints 
against the laboratories, com- 
plaints concerning alleged un- 
fairness, too-long testing times, 
blackballing. So many and so 
persistent are the complaints 
that some readers have sug- 
gested we “blast UL” or “help 
get them off our backs.” 

On the other side, the 
struggle for profit is so intense, 
the temptation to cut corners is 
so great, that some of our read- 
ers “thank God for an organiza- 
tion like UL” to protect the 
public. 


UL Reaches Into 
Many Industries 


UL reaches into many indus- 
tries; a list of its functioning 
departments suggests the 
breadth of its operation: bur- 
glar protection, casualty and 
automotive, chemical, electrical, 
gasses and oil, and fire protec- 
tion. Air conditioning equip- 
ment falls under the casualty 
and automotive department. 

Before reporting an _inter- 
view with George H. Pope, who 
manages this important depart- 
ment, it would be well if we 
viewed briefly the place and 
function of Underwriters’ Lab- 
oratories. 

Underwriters’ Laboratories, 
Inc., is chartered as a non-profit 
organization without capital 
stock under the laws of the 
State of Delaware, to establish, 
maintain, and operate labora- 
tories for the examination and 
testing of devices, systems, and 
materials. Founded in 1894, the 


enterprise is sponsored by the 
National Board of Fire Under- 
writers and is operated for serv- 
ice, not for profit. 

Quoting from UL’s certificate 
of incorporation: “By scientific 
investigation, study,  experi- 
ments, and tests, to determine 
the relation of various mate- 
rials, devices, constructions, 
and methods to life, fire, and 
casualty hazards, and to as- 
certain, define and _ publish 
standards, classifications, and 
specifications—and other infor- 
mation tending to reduce and 
prevent loss of life and property 
from fire, crime, and casualty.” 

UL’S principal office and test- 
ing station are located in Chi- 
cago; a new testing station has 
been established in Northbrook, 
Ill., just outside Chicago. There 
are also offices and testing sta- 
tions in New York and Santa 
Clara, Calif. Representatives 
charged with the responsibility 
of making periodic inspections 
in plants are located at approxi- 
mately 200 cities throughout 
the United States and in some 
foreign countries. 

Examination and tests of 
products which cannot. be 
shipped to laboratories readily 
may be made at the factory. 


Does Little 

Performance Testing 

One fact which must be kept 
in mind when considering 
Underwriters’ Laboratories is 
that UL does no performance 
testing to speak of. That is, it 
will test an air conditioner for 
safety, not for capacity. Other, 
profit-making, independent lab- 
oratories work heavily in per- 
formance, rather than safety 
testing, and become involved 
with certification programs. 
Such, for example, are the two 
laboratories previously  dis- 
cussed in this series—Electrical 


Testing Laboratories and United 
States Testing Co. 


While there are exceptions to 
this point, such as the designa- 
tion of UL for commodity 
standard testing by the Depart- 
ment of Commerce, it is gener- 
ally true that UL testing is 
concerned with safety, rather 
than performance. 

Important in this regard is 
a statement made in UL’s bro- 
chure called “Testing for Public 
Safety,” in which the organiza- 
tion italicizes the following 
statement: Jt should be noted 
that products Labeled or Listed 
are not necessarily equivalent 
in quality or merit. 


What Are the Problems? 


In this context, what are the 
problems facing air condition- 
ing manufacturers, in particu- 
lar, in their relationship with 
Underwriters’ Laboratories? 


Companies are reluctant to 
give specific examples because 
several hold that the example 
alone, even if discussed anony- 
mously, is usually sufficient to 
allow UL to identify the com- 
plaint. In such cases, it is fre- 
quently alleged, UL counters 
against the complainant by 
several means: taking longer 
than is necessary to conduct the 
company’s tests; giving the 
company a generally hard time 
in getting changes approved. 


UL Answers Some 


instances where our insistence codes. The fact is that local 
that standards be met imposes code-enforcing authorities usu- 
an inconvenience on the manu- ally cannot afford the time nor 
facturer, but our very function the expenditure to conduct 
is to establish these standards safety testing of their own; 
and insist that they be met. therefore, they depend upon a 
Again considering the human service organization such as 
element, we recognize that one ours. 
of our engineers may forget 
that our function is to serve the 
client, not to boss him. We have 
had instances where individual 
engineers were perhaps curt or 
pre-emptory. Whenever such in- 
stances have been brought to 
our attention, we have done 
what was necessary to correct 
them. 


‘UL Is Not a 

Policing Agency’ 

| imagine that much of the criti- 
cism levelled against UL is of the 
nature of resentment of authority 
which is levelled against any 
policing body. 


You must keep in mind that 
although we establish the stand- 
ards and conduct the tests, we 
are not the policing body. It is 
the local officials who accept 
our standards who do the polic- 
ing. 


What happens then when a 
local code-enforcing agency re- 
quires more than the UL listing or 
refuses to accept a UL listing? 


This is their prerogative, of 
course. While the adoption by 
codes of our listings make it 
imperative for us continually 
to improve our service, the fact 
that local agencies may refuse 
that listing or require more 
than our listing is something 
over which we have no control. 

It is important to realize, 
however, that should we insist 
that manufacturers generally 
design and produce to meet 
such local requirements, we 
would in effect be telling them 
to over-design their units for 
most of the markets to which 
they are selling. Again, we try 
to follow most nationally recog- 
nized codes in our work. 

(To Be Continued) 

That seems a bit academic in 
nature. The fact is that UL ratings 
are written into many codes so 
that it becomes impossible in 
many instances to market prod- 
ucts without having them tested 
by your organization. » 


mg | : HUMIDIFIERS 
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SELL THE 
HIGH PROFIT LINE! 
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I must repeat that Under- 
writers’ Laboratories is not an 


enforcing agency. Our listing is| RESIDENTIAL—COMMERCIAL : 
really a_ statement of OUr| = 27 MODELS FOR EVERY TYPE >: 
opinion. The correctness of this| $ OF HEAT AND EVERY NEED z 
opinion cannot be guaranteed.| $ LABORATORIES, INC. = 
Much of our work is in line! ¢ 1186 Grove Street  $ 
with nationally recognized! ‘essecfeccocccnccccccsccecesoe™ 
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Industry Charges 

This is a good point to pick 
up the NeEws’s interview with 
George Pope, who manages the 
automotive and casualty depart- 
ment under which air condi- 
tioners fall. 


Frankly, many of the com- 
plaints we receive dealing with 
UL center around this apparent 
hard-nosed attitude of the lab- 
oratory. It is said that because 
of your unique position in the 
industry, you tend to be arbitrary 
and independent in some of your 
judgments and in your treatment 
of clients. 


If we take it for granted that 
there is always the human ele- 
ment, clashes in personality, in- 
volved, I believe it would be 
hard to authenticate any in- 
stances where we are arbitrary 
or stubborn. True, there may be 


WE EXPAND YOUR DOLLARS MIGHTILY 


Sure, everybody likes to make a buck 
our prices are always low. And everybody big or small, city or country, pays the same fair 
price. Our transportation allowance saves you even more money. (And if you pick up 
at one of our 6 counters, you still get this allowance.) 


We're Real Specialists in 


REFRIGERATION * AIR CONDITIONING - ELECTRIC MOTORS 


o farther. At the 


Harry Alter Co. we think 


“Let's lay it on the lin e” 


y 


A 


Instantly pierces tubing 
. . to provide a permanent 

port for charging, 
discharging and testing 
without refrigerant loss! 


rie 
: a 
b. 


<4 ames. - 
USE WITH GOLD SEAL SWIVEL CON. 


oe 


© Small, compact, low cost 

¢ Taps into any refrigeration line 
from 3/16” 0.D. to 5/8” 0.D. 

© Secured to tube from the top by 
two Phillips head screws for 
greater convenience. 


SUPPLIES and PARTS 


: © Engineered to fit respective size 
SAVE MONEY, time and effort by ordering from our new Dependabook the 


line — can’t bend or crimp tubing. PERFECT “THREE POINT” SEALING 


most complete catalog of all. 256 pages. Over 10,000 items carried in stock. © May be installed without refrigerant A Seal cap forms third precautionary seal 
\ Wholesale only. Your orders filled really fast by mail, or they can be picked up loss even while unit is operating. B Neopreme seat forms second seal 
at one of our six big warehouses. C_ Taper of needle forms first seal 


Write on your letterhead for the 1961 DEPENDABOOK .. . 
Also our monthly Flyer of surplus and close-out Bargains. 


THE HARRY ALTER CO., INC. 


2399 S. Archer Ave. 134 Lafayette St. 2332 Irving Blvd. 695 Stewart Ave., S.W. 
Chicago 16, Ill. New York 13, N.Y. Dallas 7, Texas Atlanta 10, Ga. 
FREE PARKING AND FAST COUNTER SERVICE AT THESE 4 BIG WAREHOUSES 


For additional information, see your wholesaler 
or write Dept. N-121 


Visit Our Booth No. 615 At The ARI Show. 
wATSCo 


INC. 
1800 WEST 4th AVENUE, HIALEAH, FLORIDA 
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Your Ace In the Hole Is 
Real Service, Plus LOVE 


By Frank R. Spratt, General Sales Manager, 
Day & Night Mfg. Co. 


There’s a fable told to 
children which has a valuable 
moral for adults. 

It has to do with five blind 
men who encountered an ele- 
phant for the first time. None 
had ever heard of such a beast 
before. Being’ blind, they 
reached out their hands, de- 
pending on their sense of touch 
for all knowlwedge of this 
phenomenon. 

The first touched the trunk 
and said, “It is a snake.” 

The second felt a tusk and 
said, “It is a sharp stone.” 

The third laid a hand on its 
flank. “A wall of mud.” 

The fourth, at its huge leg, 
exclaimed, “A tree!” 

And the last, flicked by its 
tail, said, “Only a brush.” 

None imagined the complete 
animal. Their total impression 
came from their own tiny per- 
sonal contact with a small de- 
tail. 

Every business is maintained 
or killed by the impression its 
customers hold of its character 
and personality. And that image 
comes from just such fragmen- 
tary impressions as the blind 
men took from the elephant. 


How Does Your Firm 
Look to Customers? 


Whatever happens—however 
fragmentary—this is your com- 
pany to your customers. 

Are you a friendly, neighbor- 
hood dealer? Not if someone 
sounds unfriendly or disinter- 
ested over the phone! 

Are you an emergency dealer 
offering round-the-clock serv- 
ice? Not if someone in trouble 
calls you, and hears they can’t 
be taken care of for two or 
three days. 

Are you a factory-trained ex- 
pert? Not if your customers 
find you can’t handle their 
service problems until a dis- 
tributor or factory man shows 


up to give you help. 

Are your charges reasonable? 
Not if a customer looks at your 
bill and feels he didn’t get his 
money’s worth. 

Mind you—it doesn’t matter 
whether the customer is right 
or wrong—whether his impres- 
sion is justified or not. As long 
as he does have an impression 
(one way or another) of your 
company, that’s it. 

If it’s good—you'’ve got it 
made. If it’s bad, you’ve had it. 

And this impression—good or 
bad—can be made by anyone— 
any ome person in your com- 
pany—at any time. 

When you are in contact with 
a customer—one person is your 
total company—and that is true 
whether you are actually a one- 
man shop, or whether you op- 
erate a dozen trucks or more. 
As far as each customer is 
concerned, your company is the 
one person he is talking to. 


All Must Be Sales Minded 


That means that every person 
who contacts your customers 
must be sales minded—or com- 
pany minded. Each one must 
remember at all times that he 
or she is “your company” in 
everything they say and every- 
thing they do. 

If they do—you are strong 
where your competition is weak. 
And every day you'll get 
stronger while your competi- 
tion gets weaker. Eventually 
they will drop from the game 
—and you'll be left to pick up 
the chips—all because you put 
a little extra into the job you 
do every day—you and every- 
one who works for you. 

Service is a word that is used 
and abused so much in this 
business. Customers say they 
buy because they get good 
service. Dealers pride them- 
selves on the fact that they 
“service” their accounts well. 
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Sales Academy 


Webster alone lists 36 sepa- 
rate meanings for the word 
“service.”” And yet, half the 
time when it is used in our in- 
dustry today, it doesn’t mean 
a thing. 

And yet, it should. If we 
could throw away 35 of the 
meanings listed in Webster— 
plus all the meaningiess uses of 
the word “‘service’’ we hear and 
our customers hear every day— 
we would come up with one final 
meaning. 

“Labor for the benefit of an- 
other!” “Labor for the benefit 
of another.” 

This can be our Ace in the 
Hole . . . if we give a new 
meaning to the word “service” 
in our business. 

Service in its finest sense is 
the most valuable thing you 
can offer your customers — so 
important you can’t put a price 
tag on it. More important than 
any other single thing. More 
important than minute differ- 
ences in products—more impor- 
tant than minute differences in 
price. If it is real service! 

And when it is working for 
you, real service opens up an 
entirely new concept of selling. 
You can begin to look at your 
job in an entirely new light, as 
many outstanding salesmen do. 
They don’t sell business—they 
buy business. 

They buy business with serv- 
ice. They do things above and 
beyond the call of duty that 
earn them the business in re- 
turn—that’s how they buy 
business. 


When you hear about some- 
one buying business, you or- 
dinarily think of price cutting. 
That’s entirely different. Any- 
one can buy business with 
price. When you work that way, 
you get your business one order 
at a time—and the next time 
round you have to bleed for it 
again—and keep on bleeding 
until you bleed to death. 

When you get down to cases 
on this subject of service— 
labor for the benefit of another 
—the first thing to remember is 
that it is something that is 
offered, not asked for. Avail- 
ability alone is not enough. 

Sure, the customer will ask 
for service. But if he has to ask 
for it before he gets it, that 
isn’t SERVICE. 

Service—real service—is the 
basic principle of the economic 
law of magnetism . . . business 
goes where it is welcome and 
sticks there. 

The little extras you offer 
that set you apart from com- 
petition—these are your mag- 
nets. They welcome business 
from your customers. They 
prove you want their business. 
You buy business with service. 


Priceless Ingredient 

But there is more to it than 
THM: 3%. 

Selling and service must come 
from the heart. Your Ace in the 
Hole is service, plus this price- 
less ingredient. And if you will 
allow me, I am going to use a 
four-letter word to describe this 
plus: it’s LOVE. L-O-V-E — 
LOVE! 

Your company is one man— 
YOU. And the same is true of 
your customer. He’s a man, not 


a company—not an address on 
Elm Street. 

Most people buy for two rea- 
sons. They like the proposition 
and they like the salesman. 
The greatest guarantee of the 
future you can have is the fact 
that your customers really like 
you—personally. And the best 
guarantee of that is to like 
them. 

You have the priceless in- 
gredient when you love to sell 
—you love your job—you love 
to help your customers—love to 
give them what they need and a 
little extra for good measure— 
and above all, love to do every- 
thing you can to make your 
customers think of you and your 
company as a valued friend as 
well as a good place to do busi- 
ness. 

You have to feel this way sin- 
cerely. You can’t fake it. But 
when you do feel this way, you 
don’t have to say it. It will 
stick out all over you. It will 
shine through everything you 
do. There’s no mistaking it. 

It’s not something you do— 
it’s the way you do everything! 

It’s not an action, it’s an 
attitude. LOVE! 

And your customers will love 
you for it. They may not say it 
—may never mention it to you. 
But they’ll remember it—when 
your competition is there and 
you are not—they’ll remember 
it. And that’s when it counts. 

It’s a good feeling! It’s the 
best feeling in the world for a 
man who takes his job seriously 
—and thinks of the future as 
well as today. It’s the secret of 
survival in this business today 
—and the secret of success and 
prosperity in the future. 


ROTALOCK 


FREE chaiat 
descriptive catalog 
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Primore’s Rotalock Valve is by far the 
most versatile refrigeration valve 
ever designed. Can be rotated in 
either direction a full 360° for easy 
installation. 


P.O. Box “C” 


yy 


e CO 5-6168 


Sales, Inc. 


e Adrian, Michigan 


“LOUIS M. MATETICH, sales manager at 


Lennox-Ft. Worth is shown at the right,¢ 


addressing 50 territory managers and Lennox executives who met in Ft. Worth. 
Subsequent meetings will be at Marshalltown, lowa; Columbus, Ohio; Syracuse, N. Y.; 
Los Angeles; Salt Lake City; Toronto, Ont., Can.; Decatur, Ga.; and Calgary, Alb., Can. 


Lennox Meeting In Ft. Worth Was 
First of 9 Divisional Meetings 


FT. WORTH, Texas — More 
than 50 territory managers, fac- 
tory personnel, and corporate 
staffers met at the Lennox 
Southwest Div. factory head- 
quarters for a week-long view 
of new air conditioning and 
heating products and sales pro- 
grams. 

This is the first of a series of 
winter meetings in the nine 
Lennox factory divisions 
throughout North America. 

Louis M. Matetich, sales man- 
ager, discussed the new Lennox 
“QC Builder Pac” (described in 
the Oct. 2 issue of the NEws) 
and new plans for expanding 
activity in the commercial air 
conditioning field. 

Highlights of the equipment 
presentation were the new 931- 
series blower-coil-filter units 
which in combination with vari- 
ous Lennox condensing units 
produce total capacities ranging 


from 90,000 to 420,000 Btuh. 
Charles Belt, chief engineer | 

of air conditioning development, | 

cited application advantages, | 


including flexibility of capacity | 
and application to eliminate the | 


need for custom-designed fan- 
coil units. 


M. H. Stern, market manager- 
introduced a new} 
line of down-stream gas-fired | 
duct furnaces, the LD series, | 
with range in input from 25,000 | 


industrial, 


to 300,000 Btuh. The LD series 
is offered in both stainless steel 
and aluminized steel heat ex- 
changers. 

This meeting also unveiled 
plans for new approaches to the 
new house market with both 
new products and original pro- 
motional plans to help builders 
sell their homes.-The 1962 ad- 
vertising program featuring 
large circulation national maga- 
zines was also presented. 


WITT sow aur. 


Defrostacr COIL wra 


EXCLUSIVE PATENTED 


Automatic Electric 
Defrost — 


DEFROSTS AUTOMATICALLY 


FOR LOW TEMPERATURE ROOMS, 
FOOD STORAGE, FOOD FREEZI 
ICE CREAM STORAGE INDUSTR 
LOW TEMP. APPLICATIONS. 
Witt exclusive Defrostair patented . 
Heat Trap coil requires only a low 
cost omer pole, double throw 
time ci for complete automatic 
defrosting. Easy low cost instalia- 
tion. Requires no re-evaporation 
or special plumbing. Completely 
automatic. Available in 21 models 
songing in BTU corners from 
to 44,100 10°T.D. Write 
today for pn A Witt Catalog. 


COMPANY, INC. 


940 N. Sycamore Ave., 
Los Angeles 38, Calif. 
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Technical Program for Los Angeles-- 


(Continued from Page 1, Col. 4) 
of subjects to be covered at the 
symposium is the session on 
inter-industry relations, de- 
signed principally for manufac- 
turers and contractors, which 
will be moderated by Arthur J. 
Rendon, associate, Kistner- 
Wright & Wright Architects of 
Los Angeles, scheduled for 2 
p.m., Tuesday, Feb. 13. Sub- 
jects to be covered include: 
“Direct Selling by Manufac- 
turers,” “Direct Purchasing by 
Contractors,” “Responsibility of 
Engineers for the Clause ‘Or 


* 


Equal,’”’ “Extension of Credit 
to Incompetent Contractors by 
Material People,” “Free Engi- 
neering by Contractors and 
Material People,” and “Re- 
sponsibility to the Public.” 

The Technical Symposium has 
been developed under the spon- 
sorship of the Western Air 
Conditioning Industries Assn. 
Arthur J. Hess, president of 
Heating & Power Equipment Co., 
Los Angeles, vice president of 
WACTIA, and past president of 


ASHRAE, is director of the 
symposium program. 
* * 


Technical Symposiun Program 


SESSION NO. I 

Sunday, Feb. 11, 1:30 p.m. 

Summary:—Primarily intended for 
practical refrigeration engineers 
and installation and maintenance 
men, primarily concerned with 
refrigeration systems, control 
components, chemical treatment 
of water, and evaporative con- 
densers. 

Moderator:—William P. Tennity, 
president, Tennity & Co. 

Technical Papers: 

“Evacuation of Refrigeration 
Systems Preparatory to Charging,” 
by Cc. J. Otterholm, engineer, 
Richard S. Dawson Co. 

“Maintaining Dry Refrigeration 
Systems,” by W. H. Krack, sales 
manager, Sporlan Valve Co. 

“Condenser Water Treatment,” 
by Olivia Burkey, president, 
Chemical Solvents Co. 

“Insulation of Piping Systems,” 
by Vincent heap, engineer, 
Thorpe Insulation Co. 

“Electrical Control Components 
in Refrigeration Systems,” by J. 
W. McCalin, technical service 
director, RBM Controls Div. 

SESSION NO. II 
Monday, Feb. 12, 9 a.m. 
Summary:—Devoted to air condi- 

tioning loads on buildings. In- 

tended for design engineers. 
Moderator:—Arthur J. Hess, presi- 

dent, Heating & Power Equip- 

ment Co., Los Angeles. 
Technical Papers: 

“Calculating and Other Con- 
siderations of Cooling Loads on 
Existing Building Installation Air 
Conditioning,” by Cary B. Gamble, 
consulting engineer, New Orleans. 

“Solar Load Considerations,” by 
Cc. S. Perkins, chief mechanical 
engineer, A. C. Martin & Asso- 
ciates, Los Angeles. 

“Cooling Loads Due To Light- 
ing,” by Will S. Fisher, engineer, 
General Electric Co. 

“The New Calculating Form for 
Residential Air Conditioning,” by 
H. T. Gilkey, technical secretary, 
National Warm Air Heating & Air 
Conditioning Assn. 

SESSION NO. Ill 
Monday, Feb. 12, 2 p.m. 
Summary:—Devoted to conducting 

a business for operators of busi- 


ness; covering taxes, credit, and 
salesmanship. 

Moderator: — Robert Lambert, 
president, Air Factors, Ltd., Los 
Angeles. 

Technical Papers: 

“Taxes,” by Lester Aurbach, 
president, Industrial Publications. 

“Credit,” by Hal Slane, attorney 
and manager, Plumbing & Heat- 
ing Service, Los Angeles. 

“Salesmanship,” by C. Milton 
Wilson, vice president, Recold Corp. 


SESSION NO. IV 
Monday, Feb. 12, 2 p.m. 
Summary:—Discussion of driven 

machinery components directed 

to young engineers, both con- 
sulting and with construction 
firms. Deals principally with 
vibration controls, selection of 
belt drives, polyphase motors, 
and single-phase motors. 
Moderator:—C. D. Walz, consult- 
ing engineer, Los Angeles. 
Technical Papers: 

“Equipment Vibration Control,” 
by Warren E. Blaxier, manager, 
Sound and Vibration Laboratory, 
York Div., Borg-Warner Corp. 

“Selection of ‘V’ Belt Drives,” by 
M. W. Sausse, M. W. Sausse Co., 
Los Angeles. 

“Selection of Polyphase Motors,” 
by Phil Lord, engineer, U. S. Elec- 
tric Motors. 

“Selection of Single-Phase 


Motors, Principally Fractional 
Horsepower,” representative of the 
Redmond Co. 


SESSION NO V 
Monday, Feb. 12, 7 p.m. 
Summary:—Essentionally devoted 
to electrical cooling and heat- 


“Small Absorption Machines,” by 
Russ Brown, manager, heating and 
air conditioning products, Arkla 
Air Conditioning Co. 

SESSION NO. VI 
Tuesday, Feb. 13, 9 a.m. 
Summary:— Devoted to special ap- 

plications of air conditioning, 

covering use of refrigeration as 
anesthesia, control of airborne 
bacteria in operating rooms by 
chemical method, by sterilizing 
lamps, and climate control for 
schools. 

Moderator:—Robert Savage, presi- 
dent, Water Chemicals, Inc. 

Technical Papers: 

“Hypothermia: Use of Refrigera- 
tion As Anesthesia,” by Dr. Lawren 
H. Taylor, D.O., Covina, Calif. 

“Control of Airborne Bacteria in 
Operating Rooms by Chemical 
Method,” by Fred Johnson, Katha- 
bar Div., Surface Combustion Corp. 

“Control of Airborne Bacteria in 
Operating Rooms by Sterilizing 
Lamps,” by Howard Helfmann, 
Howard Helfmann Co. 

“Climate Control for Schools,” 
by Maurice J. Wilson, educational 
consultant, Carrier Corp. 

SESSION NO. VII 
Tuesday, Feb. 13, 9 a.m. 
Summary:—Devoted to high tem- 

perature hot water heating, 
covering boilers, automatic op- 
erating and_ safety’ controls, 
water piping systems and water 
pumps. 


“Extension of Credit to Incom- 
petent Contractors by Material 
People.” 

“Free Engineering by Contrac- 
tors and Material People.” 

“Responsibility of our Industry 
to the Consuming Public.” 

Panel Members: 

Richard B. English, executive 
vice president, Murphy & Miller, 
Chicago. Representing RACCA. 

Ralph M. Westcott, Holladay & 
Westcott, Los Angeles. Represent- 
ing Consulting Engineers. 

William P. Tennity, William P. 
Tennity Co., Los Angeles. Repre- 
senting Material Handlers. 

J. B. Elliott, president York Div., 
Borg-Warner Corp. Representing 
the Consumers. 


SESSION NO. IX 
Wednesday, Feb. 14, 10 a.m. 
Summary:— Panel discussion of 

bidding procedures, covering bid 
depositories, bid moratoriums, 
bid registration, and separate 
mechanical bidding. 
Moderator:—Henry B. Ely, execu- 
tive secretary, RACCA of South- 
ern California. 
Subjects to be Discussed: 
“Bid Depositories.” 
“Bid Moratoriums.” 
“Bid Registration.” 
“Separate Mechanical Bidding.” 
Panel Members: 
Representatives from Fresno Bid 
Depository, Los Angeles Plan, Los 


Angeles’ Electrical Contractors, 
P.1L.P.E., and others. 

SESSION NO. X 
Wednesday, Feb. 14, 2 p.m. 
Summary:—Intended for engineer- 

ing contractors, covering high 
velocity air conditioning systems. 
Moderator:—Robert Teed, Cooling 


& Heating Engineers, Inc., Los 
Angeles. 

Technical Papers: 
“High Velocity Ductwork,” by 


Louis R. Hess, president, Pacific 
Air Products, Los Angeles. 

“High Velocity Mixing Boxes 
and Systems,” by J. W. Kreuttner, 
vice president, Buensod-Stacey 
Corp. 

“Conduit Systems,” by Robert 
Phillips, engineer, Carrier Corp. 

“Sound Power Level,” by Dan 
Neviaser, Carnes Corp. 

SESSION NO. XI 
Wednesday, Feb. 14, 2 p.m. 
Summary:—-Devoted to refrigera- 

tion and directed to engineers. 
Moderator:—E. L. Nelson, engi- 

neer, Union Ice Co., Los Angeles. 
Technical Papers: 

“Ultra Low Temperature Refrig- 
eration,” by W. L. Holladay, Holla- 
day & Westcott Consulting Engi- 
neers, Los Angeles. 

“Defrosting Methods,” by Harold 
Halls, engineer, Recold Corp. 

“Thermoelectric Refrigeration,” 
by Al Newton, director of research, 
York Div., Borg-Warner Corp. 


Moderator:—Harold Hayes, dean, 

California Polytechnic Institute. 
Technical Papers: 

“Boilers for High Temperature 
Hot Water,” by G. A. Rehm, chief 
engineer, Springfield Boiler Co. 

“Automatic Operating and Safety 
Controls for High Temperature 
Water Systems,” by E. F. Snyder, 
Jr., engineer, Minneapolis-Honey- 
well Regulator Co. 

“High Temperature Water 
Piping Systems,” by Arthur J. 
Hess, president, Heating & Power 
Equipment Co., Los Angeles. 

SESSION NO. VIII 
Tuesday, Feb. 13, 2 p.m. 
Summary:—A panel discussion of 

inter-industry relations; direct 
selling and purchasing; responsi- 
bility of engineers; and responsi- 
bility of industry to public. 
Moderator: — Arthur J. Rendon, 

A.1LA., Kistner, Wright & Wright, 

Los Angeles. 

Subjects to be Discussed: 

“Direct Selling by Manufactur- 
ers.” 

“Direct Purchasing by Contrac- 
tors.” 

“Responsibility of Engineers for 
the Clause, or Equal.” 


Cut Idle Time This Winter 
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either or both adhesives 


DON’T HOLD UP LAGGING JOBS 
FOR HIGHER TEMPERATURES 


Use CLAIR COAT Lagging Adhesive 


for fast lagging even in a damp 40° F. 
And if CLAIR COAT should freeze solid, it is still usable 


Other CLAIR COAT Advantages: 

FAST SETTING — sets almost immediately 
NONFLAMMABLE — fire retardant film 

STRONGEST PERMANENT BOND — by comparative tests 
STEAM PROOF — WATER PROOF — VERMIN PROOF 


NON-TOXIC — ONE COAT NEEDED — Fine appearance 
— easily washable — long lasting 


Also-NEW ST. CLAIR LAP SEALING ADHESIVE #45007 
MANY IMPORTANT ADVANTAGES — write for prices — samples of 


ST. CLAIR RUBBER CO. 


mpire Building, 107 Clifford @ Detroit 26, Michigan 


ing versus absorption type cool-© 


ing and heating, covering heat 
pumps, large and small absorp- 
tion machines. A panel discus- 
sion will follow presentation of 
technical papers. 
Moderator:—Henry Ulovec, 
neer, Mehring & Hanson. 
Technical Papers: 

“Heat Pumps,” by Don  V. 
Petrone, president, Typhoon Air 
Conditioning Div., Hupp Corp. 

“Large Absorption Machines,” 
by Al Kokter, York Div., Borg- 
Warner Corp. 


engi- 


Simplest, most economical way to detect moisture in your 


Positive Sealing 
LIQUID EY E 
INDICATOR 
featuring the built-in 
MOISTURE- 


REACTOR 
le 


No more guesswork about the condition 
of your F-12 and F-22 refrigerant systems. 
No installation problems either. 
Now you con get both in the same unit 
... LOWEST COST MOISTURE REACTOR PROTECTION 
PLUS ALL THE PROVED LIQUID EYE FEATURES! 
CONTACT YOUR WHOLESALER TODAY 


<> 


ALLIN MANU 


410 NORTH HERMITAGE 


| refrigerant systems! 


re my ‘ 
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IT’S BAD 


it’s GOOD 


The MOISTURE-RE- 

ACTOR is composed 
of alternate, perma- 
nent and changing 
(Reactor) color bars. 
When all the bars ap- 
pear the same color 
(green) —it's good— 
there's no moisture in 
system. 


If moisture enters the sys- 
tem, every other color bar 
changes from green to 
yellow—then it's bad —the 
dehydrator should be re- 
placed. When the system is 
moisture-free again, the 
Reactor color bars will 
change back to their orig- 
inal solid green color. 


FACTURING CO. 


AVE. @ CHICAGO 22, RLINONS 


Piso 
LIQUID 
SOLD TO DATE! 


O 


contacts 


NOW Ambient Compensated 
Overload Relays for so, 40, 


50 and 60 


ditioning and Refrigeration Applications, feature: small size, 
—20°F straight-thru wiring, slotted mounting holes, extra heavy +165°R oad 


and additional terminals. 


Write for folder (Form No. A-262) to The Arrow-Hart and Hegeman 
Electric Co., 103 Hawthorn St., Hartford 6, Conn. 


Ampere Definite 
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Purpose Starters ia 
Reliable and Accurate ‘ £ << 
Protection Regardless ee 
of Heat or Cold a 
Here, for the first time, is a compact overload relay that a3 - 
compensates for both heat and cold, operating on the same vee 
time curve at all temperatures from —20°F to 165°F. Com- 3 = 
pensation is automatic. No field adjustment is needed. cd] 
bs Operating mechanism is simple, rugged and dependable. Fo ak] 
These starters, made specifically for Commercial Air Con- ack 


@® = 


$25 
View| 
ARROW HART —s 
MOTOR CONTROLS + WIRING DEVICES + ENCLOSED SWITCHES + APPLIANCE SWITCHES mes % 
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Company Booth 
Adac Corp., Covina Calif. .......... 718 
4ddison Products Co., 

EIS 25.) so Wim s os eds ow bh 455 
Aircon Corp., Memphis ...........- 1719 
Air Conditioning, Heating & 

Refrigeration News, Detroit .241 


Air Conditioning & Refrigeration 
Wholesalers 1712 


Airdyne Air Dynamics, 
South El Monte, Calif. 
Airfan Engineering Co., 


EGO BRIO fois hei Se ce ve cvivnss 1001 
Airserco Mfg. Co., Pittsburgh ...... 329 
Airtemp Div., Chrysler Corp. ais 


Dayton 


LIST OF EXHIBITORS 


For 12th Air Conditioning, Heating & Refrigeration 
Industry Exposition In Los Angeles, Feb., 12 to 15 


Company Booth 
Alco Valve Co., St. Louis 
Harry Alter Co., Inc., Chicago 


American Air Pilter Co., Inc. 
Louisville 
American-Standard Controls Div. 
Detroit 


Anaconda Aluminum Co. 

SRR aie er aye rs gate te oe 656 
Anemostat Corp. of America 

SS SSA Sebo hnsdnsbaceseccss 1420 
Ansul Chemical Co. 
pa ae ee eee 337 
Arkla Air Conditioning Co. 

Little Rock, Ark il ahha n sel 911, 913 

———— ee ——¢@ 


CLASSIFIED ADVERTISING 


RATES for “Positions Wanted” $7.50 
per insertion. Limit 50 words. 15¢ per 
word over 50. 

RATES for all other classifications 
$10.00 per insertion. Limit 50 words. 
20¢ per word over 50. 

ADVERTISEMENTS set in usual 
classified style. Box addresses count 


as five words. other address by actual 
word count. Please send payment with 
order. 


POSITIONS WANTED 


SENIOR CHIEF engineman U. S. 
Navy, naval refrigeration school gradu- 
ate seeks employment in refrigeration 
field on West Coast, any capacity. 
Available after January 15, 1962. 40 
years of age, married, with three 
children. Marine refrigeration repair a 
specialty. Contact JACK TEAGUE, 
P. O. Box 83, Tupman, California. 


POSITIONS AVAILABLE 


SALES REPRESENTATIVES: By one 
of oldest and best known manufac- 
turers of quality line, competitively 
priced room air conditioners and spe- 
cialties for following _ territories: 
Metropolitan New York, northern New 
Jersey, Chicago, Cincinnati, Columbus, 
Indianapolis and _ Louisville. Send 
resume to B. W. Henn, Sales Man- 
ager, REMINGTON AIR CONDITION- 
ING, Auburn, New York. 


SERVICE MANAGER. Old line Chi- 
cago service company with large num- 
ber of servicemen needs experienced 
service manager with ambition. Must 
be experienced in employment, train- 
ing, administration in refrigeration 
and air conditioning to 100 tons. Also 
heating. $10,000.00 year to start. Send 
complete resume. BOX A6917, Air Con- 
ditioning, Heating & Refrigeration 
News. 


AIR CONDITIONING, refrigeration 
and heating contractor needs young, 
ambitious, energetic, capable engineer- 
salesman with Chicago clientele among 
general contractors, architects, engi- 
neers, and users. Large, long estab- 
lished organization with full installa- 
tion and service facilities. Ability and 
hard work will pay $12,000 to $20,000 
per year. BOX A6918, Air Conditioning, 
Heating & Refrigeration News. 


REFRIGERATION AND air condition- 
ing supply salesman to work in Santa 
Clara Valley and vicinity with well 
established wholesaler in San Jose, 
California. Finest product lines. Only 
men with proven sales record and ex- 
perience need apply. Age 25 to 40 
years. Salary, commission, expenses 
and fringe benefits. Give complete per- 
sonal and refrigeration experience 
resume which will be held in strict 
confidence. Splendid opportunity with 
expanding organization. Reply to BOX 
A6923, Air Conditioning, Heating & 
Refrigeration News. 


REFRIGERATION ENGINEER to 
take charge of department for pro- 
gressive northern Ohio food processor. 
All Freon equipment. Lifetime oppor- 
tunity for man experienced in indus- 
trial refrigeration construction, oper- 
ation and maintenance. Present man 
leaving due to health; will train suc- 
cessor. Send complete resume and 
salary desired. All replies confiden- 
tial BOX A6924, Air Conditioning, 
Heating & Refrigeration News. 


CHIEF REFRIGERATION engineer. 
Midwest manufacturer of domestic re- 
frigeration requires chief engineer 
with background in systems and cabi- 
net design. Salary open with usual 
fringe benefits plus profit sharing. 
Submit complete resume _ including 
photo and salary requirements. BOX 
A6925, Air Conditioning, Heating & 
Refrigeration News. 


EQUIPMENT FOR SALE 


SEALED UNITS remanufactured equal 
to new. All makes domestic, commer- 
cial and air conditioning. One year 
guarantee against defective workman- 
ship and material. Off the shelf ex- 
changes. Send for free price list. 
Jobbers inquiries welcome. Protected 
territory. BONDED HERMETIC RE- 
MANUFACTURING CO., INC., 9833 
Ditmas Avenue, Brooklyn 36, N. Y. 
DI 5-6969. 


FOR SALE: 3 


ice vendors, 3 ice 
cubers, and 1 ice chipper—good con- 
dition. Contact ROY A. JENSEN, Box 
62, Escanaba, Michigan. 


NOTICE: DISTRIBUTORS, dealers, 
servicemen, users refrigeration equip- 
ment—repair parts available all models 
Baker ammonia and Freon compres- 
sors. Also models 6B and F6B am- 
monia compressors. We are exclusive 
Baker export sales office. Manufactur- 
ers’ export agents, refrigeration, air 
conditioning and allied equipment. 
THE KEISER COMPPANY, w. 
79th St., Chicago 20, Illinois. 


BRAND NEW icemaker pump motor 
and impeller repair kits for Scotsman 
Carrier $18.00 at Kesco wholesalers 
coast to coast. Bronze replacement ice- 
maker pumps for York Carrier $29.95. 
Hose connection adaptors for York 
Carrier $1.00. Complete line condensate 
pumps from 10 to 50’ head, 115-208-230 
volts. Catalog. KESCO, Jamaica 13. 
N. Y. 


COMPRESSOR PARTS—A _ complete 
line of new manufactured replacement 
parts for Tecumseh and Copelametic 
compressors—valve plates, reeds, gas- 
kets, bearings, pistons, piston pins, 
rods, terminal assemblies, rewound 
guaranteed stators. Write to PARTS, 
2502 Westgate, Houston 19, Texas. 


LOW TEMPERATURE test room for 
sale—A complete installation designed 
to operate at any temperature down 
to -95°F. Inside dimensions of test 
chamber 12/0” x 12/0” x 8’6”. In ex- 
cellent condition. Originally used to 
test radar equipment and motors. Com- 
plete description on request. SACO- 
LOWELL GEAR AND MACHINE 
DIVISION, Sanford, N. C. 


ATTENTION REFRIGERATION Serv 
icemen. Send for catalog listing values 
in refrigeration and air conditioning 
parts, relays, capacitors, compressors. 
Savings up to 50%. WALTER W. 
STARR, 2833 Lincoln Ave., Chicago 13 
Illinois. 


GOOD RBEBUILT condensing units or 
compressors for all applications; also 
compressor and valve plate exchanges 
and parts sales, For quotation, give in- 
formation on horse-power, voltage 
phase, temperature and other data 
Send for catalog on compressor ex- 
changes. UNITED REFRIGERATION 
CORPORATION, 514 W. 12th Street. 
Los Angeles 15, California. 


MISCELLANEOUS | 


“KEY TO Air Conditioning” by James 
J. LaSalvia unlocks the door to profits 
in commercial, institutional, and indus- 
trial air conditioning. Available in 
three volumes K-1, K-2, and K-3 at 
$2 each. See your wholesaler or order 
from BUSINESS NEWS PUBLISHING 
CO., Dept. B, 450 W. Fort, Detroit 26, 
Mich. 


ATTENTION MANUFACTURERS: Do 
you need representation for your prod- 
uct, sales or service, in the greater 
Detroit metropolitan area? Approxi- 
mate fifty mile radius. Why have the 
expense of sending a representative 
into the area? We have competent 
sales engineers and technicians to 
serve your customers effectively. BOX 
A6922, Air Conditioning, Heating & 


Refrigeration News. 


Company Booth 
Armstrong Cork Co. 

MNO,  aatissests cose 453, 454 
Arno Adhesive Tapes, Inc. 

Dees Cee Ee... 5. ckcatuends 407 


Arrow Hart & Hegeman Electric Co. 
Hartford. Conn. 719 


Automatic Devices 

OS ey ns as aed oh ee 613 
Baldor Electric Co. 

Wer SU IIR 5-0 sce akes vane ae 608 
Bacharach Industrial Instrument 

iis ARI cs ev ecuceece’s 
Baltimore Aircoil Co., Inc. 

SS SR err eee 562, 564 
Barnebey-Cheney Co. 

PE NN 535 hig bine «cine guess ko ee 409 
Barr Mfg. Co. 

MOMENI, COMIN oc cnc accccete 1011, 1013 
Bell & Gossett Co. 

ren COO FR ng vis we sesestes 907 
Bendix-Westinghouse Automotive 

Air Brake Co. 

Evansville, Ind. ............. 430, 432 
Bohn Aluminum & Brass Corp. 

eee 555, 557 
Burgess-Manning 

RRS UE, Sse kekas ae vapenie 807 
Calgon Co., Pittsburgh ............ 434 
California State Polytechnic 

WY cc carewentecbaddtaccedsi vies 654 
Carrier Air Conditioning Co. 

Se, TR. Be sa devices 233, 235, 237 
Certified Laboratories 

SUR ae a ahcn op cab opens 60 408 
Chatleff Controls, Inc. 

oe heel cicndiv gs wang aos 625 
Chicago Stockyards Turbo 

Refrigerating Co. 

CE Siiec an heccah veces se 1422-1424 
Cleaver-Brooks Co. 

NO 2 Fs o-os5k bors s cecee e's 1325, 1327 
Coldin Cabinet Co., Inc. 

ve | +. Se reer 202 
The Coleman Co., Inc. 

I IIS «ow 6 bs 0.0: 2 ede ou ee 630, 
Commercial Controls Co. 

SE ar ao cn ke cect reese eve me 612 
Controlair Manufacturing Co. 

SME NE Rh pre bes eae tees e eho 1017 
Controls Co. of American 

IR Locus saeaabe dearescapies® 513 
Cooling & 

Los Angeles 1101, 1103, 1105, 1107 


Copeland Refrigeration Corp. 


i Me Gib se as das 4 pee od 218 
Crane Co., New York City .......... 126 
Curtis Mfg. Co., St. Louis ......... 417 
Customaire Products Div. 

SR Tas wedicceny cunseeee 646 
Day & Night Mfg. Co. 

ee ee ee ee 356 
Delco Products Div., General 

Motors Corp., Dayton ........... 1608 
Diehl Mfg. Co., Somerville, N. J. 607 
Domestic Engineering Co. 

SENT MEAT ty RAG parapet  vee 1005 
DBonaldson Power Ventilator Co. 

De EL od co ech Ges pee es nee 
The Dow Chemical Co. 
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Air Conditioning, Heating & Refrigeration News, December 4, 1961 


PATENTS 


Week of July 18 


(continued) 


2,992,700. ELECTROSTATIC AIR 
CLEANING DEVICE AND METHOD. 
Leslie Silverman, Dover, Mass., and 
David M. Anderson, Cincinnati, Ohio, 
assignors to the United States of 
America as represented by the United 
States Atomic Energy Commission. 


1. In an electrostatic filter for the 
elimination of particulate constituents 
from an aerosol, a bed of divided ele- 
ments formed of material having abil- 
ity to be charged with and maintain a 
charge of static electricity, at least 
one element of material dissimilar to 
said divided elements material in con- 
tact with said bed, and means for 
maintaining said bed in a _ boiling, 
fluidized state by flowing upwardly 
therethrough said aerosol under a 
pressure drop across said bed sub- 
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stantially equal to the sum of the 
weight of said bed per unit cross- 
sectional area plus the pressure drop 
equal to the friction of said bed 
against the wall of said filter... . 


2,992,702. AIR FILTER FRAME. 
Charles S. Reid, New York, N. Y., as- 
signor to Continental Can Co., Inc., 
New York, N. Y. 


1. The combination of a filter ele- 
ment enclosed by a frame therefor, 
said frame being formed of paper- 
board and the like and comprising a 
body made of identical complementary 
half sections, each of such sections 
being formed of a single sheet of 
paperboard and having a flat perforate 
face, the ends of each face terminat- 
ing in two opposed tubular edges of 
generally rectangular form, said flat 
perforate face of each section having 
a length substantially equal to the 
width of the other perforate face such 
that the tubular edges of each section 
lie within the area of the perforate 
face of the other section... . 


7. An automatically refillable hu- 
midifier for conditioning air compris- 
ing, a housing, a partition in said 
housing to delineate an evaporating 
section and a control section, an evap- 
orating means disposed to extend out- 
wardly of said housing to dispose the 
evaporating means in the stream of 
air to be conditioned, said evaporating 
means pivotally connected in the evap- 
orating section on the side of said 
section remote from the partition, fluid 
delivery means having an outlet for 
fluid to be evaporated disposed to de- 
liver the fluid to the evaporating 
means. .. . 


DESIGN 
190,899. BEVERAGE DISPENSER. 
Eugene E. Goodrich, Park Ridge, and 
Joseph BR. Mango, Midlothian, Ill., as- 
signors to The Bastian-Blessing Co., 


Week of July 25 


2,993,440 REFRIGERATION SYS- 
TEM. Addison C. Sheckler, Cato, N. Y., 
assignor to Carrier Corp., 


N.Y. 
Wea 
1. In a refrigeration system, a 


battery of thermoelectric couples, each 
couple comprising a unitary thermo- 
electric element of N-type material 
and P-type material with a P-N junc- 
tion therebetween, a fin secured to 
each said element in heat exchange 
relation with the P-N junction there- 
of, said unitary elements having an 
axial length substantially greater than 
their thickness, the axial length of 
the base of said fin in contact with 
the surface of said thermoelectric 
member being substantially less than 
the length of said thermoelectric mem- 
OO & << 


2,993,341. HOT GAS REFRIGERA- 
TION SYSTEM. Alwin B. Newton, 
Elmwood Dr., Wichita 17, Kansas. 

1. In the operation of a refrigera- 
tion system including a thermocom- 
pressor, the improvement comprising 
condensing a refrigerant in the ther- 
mocompressor and limiting the refrig- 


erant discharged from said thermo- 


whereby the need for a condenser in 
the refrigeration system is eliminated. 


2,993,345. FPREEZER APPARATUS. 
John J. Franklin, Glenside, Pa., as- 
signor to Patterson Freezer Corp., 
Philadelphia 


7. In freezer apparatus for freez- 
ing food packages and the like where- 
in the food packages are supported on 
trays circulated through the freezer, 
and including means for advancing 
said trays stepwise, intermittently 
during circulation thereof, the im- 
provement which comprises nudger 
means operable during the lull in the 
intermittent motion of said trays to 
engage the lower edges of frozen food 
packages on a tray discharged from 
said freezer and in registry with said 
nudger means to break any frost bond 
by which said frozen food packages 
are adhered to the tray. 


3. A method of freezing a food 
product which consists in wrapping 
the food product in a plastic sheeting 
which has amorphous carbon uniform- 


ly incorporated in its structure and 
spraying the wrapped food product 
with an antifreeze solution maintained 


at a temperature materially below the, 


the front of the display space being 
open for access to customers, the rear 
of the display space being provided 
with a door, shelves arranged in ver- 


le 


LT 


tically spaced relation within the dis- 
play space and spaced from the front 


and rear thereof... . 


refrigerator having a freezing com- 
partment including a food shelf, said 
ice cream freezer comprising, a hollow 
cylindrical container closed at one end, 
a screw-on cover fitted with a gasket 
for the other end of said container, a 
support removably securable to said 
food shelf inside said compartment, 
said support. presenting bearings 
whereby said container may be rotated 
in said bearings about a horizontal 
ae 


2,993,379. PAST ACTION THERMO- 
STAT. Walter L. Pailthorp, Milford, 
Waller, 


4. In a temperature responsive de- 
vice having a charge of volatile liquid 


filled within a temperature sensing 
element, and an expansible element 
communicating with said temperature 
sensing element adapted to cause 
movement of a portion of said expans- 
ible element in response to pressure 
variations of said volatile liquid 
caused by changes in temperature, the 
improvement comprising : chamber 
means adjacent one end of said tem- 
perature sensing element for collecting 
a portion of the vapor formed by 
evaporation of volatile liquid... . 


2,993,563. METHOD AND APPARA- 
TUS OF CONDITIONING AIR. Carl 
G. Munters, Danwerydsvagen, Stock- 
and Per G. Norback, 


Sweden, 


2. The method of conditioning at- 
mospheric air for an enclosure which 
comprises the steps of passing the air 
to be conditioned through a drying 
zone, to remove moisture therefrom, 
passing a heated gaseous regenerating 
medium through a regenerating zone, 
moving an air permeable mass of solid 
sorbent material cyclically between 
said zones, continuously circulating 
and reusing said regenerating medium 
through said regenerating zone. .. . 


In a compressor comprising, a hous- 
ing having an oil reservoir therein, a 


rotatable drive shaft extending into 
the housing through one wall there- 
of, bearings to journal the said shaft, 
a pair of opposed pistons and cylin- 
ders therefor within said housing, and 
eccentric means for circular configura- 
tion on said shaft operatively con- 
nected by a Scotch yoke to recipro- 
cate the pistons in said cylinders... . 


freezing temperature of the food prod-“ 
uct. 


Muffly, 
hio. 


Dr., Springfield 32, 


1. In a refrigerating system em- 
ploying a volatile refrigerant, a con- 
denser, an evaporator, conduit means 
connecting the outlet of said condenser 
with the inlet of said evaporator, a 
port in said conduit means, a valve at 
said port for normally controlling the 
flow of refrigerant to said evaporator, 
condition - responsive control means 
for said valve to cause it to so open 
and close that the refrigerant evapo- 
rates in said evaporator at a rate to 
produce a refrigerating effect therein.... 


2,993,348. PRESSURE AND TEM- 
PERATURE NSIVE PILOT 
VALVE FOR REFRIGERATION SYS- 
TEMS. John RB. Boyle, Chicago, Ill., 
ae to Hubbell Corp., Mundelein, 
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1. In a refrigeration system com- 
prising an evaporator connected to the 
inlet side of a compressor and hav- 
ing a main back pressure regulating 
valve interposed in said connection, 
the combination therewith of a pres- 
sure and temperature responsive pilot 
valve for effecting a closely modu- 
lated contre! of said main back pres- 
sure regulating valve, said pilot valve 
comprising an upper diaphragm cham- 
ber, an upper diaphragm in said 
upper diaphragm chamber... . 


2,993,349. REFRIGERATED DIS. 
PLAY CASE. Wayne H. Detwiler, 
assignor to C. V. 


1. A refrigerated display case hav- 


ing a display space there-in provided 
with a top, a bottom and end walls, 
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refrigerants, 
for a system, methods of defrosting, and figuring heat loads, to trouble- 
shooting and details of safety devices. 
tion that can be applied in all areas of the field . . 
operate a large industrial plant for top performance. 
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Consulting Engineers Council - - 


(Continued from Page 1, Col. 3) 
of a standardized, indexing sys- 
tem for member use in cate- 
gorizing the technical brochures 
and catalogs distributed by 
equipment manufacturers was 
hailed by Council President 
Harold P. King, of Los Angeles, 
as an “achievement of monu- 
mental proportions.’”’ The new 
system, which is divided into 
four major sections, was de- 
veloped under the direction of 
a special task force committee 
chairmanned by Robert W. La- 
Tour, Bosch & LaTour, Cincin- 
nati. 

It is the hope of the consult- 
ants that their system will, 
after an appropriate trial 
period, be accepted by U. S. 
manufacturers to the extent 
that the CEC file members will 
be published on technical litera- 
ture in much the same way AIA 


submit a quotation for the 
same services. 


Elements considered to con- 
stitute a quotation included: 
“total fee; fixed fee; percentage 
fee; (other than by reference 
to an established and recognized 
fee scheduled); man-hours; 
hourly rates; multiplying factor 
for hourly rates; or any com- 
bination of such elements.” 


Relations with 

Engineers, Mfrs. 

Relations between engineers 
and manufacturers were _ re- 
ported to be the “best ever.” 
CEC Vice President Cedric R. 
Acheson, Syracuse, noted that 
the Producers’ Council is 
anxious to work with consult- 
ants in matters of education, 
technical seminars, indexes, and 
even “free” engineering. With 
reference to the latter, a resolu- 
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tion is being drafted to clarify 
the council’s attitude. 

One element in this relation- 
ship—manufacturer use of the 
title “Consulting Engineer” to 
designate certain members of 
their engineering staffs — has 
been resolved to the satisfaction 
of consulting engineers as a 
direct result of council action in 
at least one instance. Reporting 
for the Rules of Practice Com- 
mittee, Chairman Joe William- 
son, St. Louis, said that West- 
inghouse Electric Corp. has 
dropped use of the title of 
“Consulting Engineer.” 


Kennedy Asked To Use 

Consulting Engineers 

In Shelter Survey 

In a special resolution, CEC 
directors called upon President 
Kennedy to utilize consulting 
engineers on the government’s 
proposed, nationwide fallout 
shelter survey. Recommended 
was the use of registered pro- 


fessional consultants to “deter- 
mine availability, adequacy, and 
extent of structures which 
might serve as fallout shelters 
in the event of an atomic holo- 
caust.”” Commenting on the 
fallout-shelter action, Council 
President King urged all con- 
sultants “to also make your- 
selves available for service to 
public bodies concerned with 
the shelter survey program.” 
King noted that a Colorado con- 
sultant serves as an advisor to 
the Denver Better Business 
Bureau in controlling projects 
and claims by package shelter 
promoters. 


One major resolution that 
failed to meet with the coun- 
cil’s approval had to do with ad- 
vocating promotion of the 
“teamwork” philosophy in the 
building construction industry. 
While endorsed in principle, the 
text was referred back to the 
committee for minor rewording. 
It was generally agreed, how- 


ever, that modern construction 
requires close cooperation and 
among all elements of the -con- 
struction industry. 


CEC’s continuing growth 
record was maintained with the 
approval of a membership ap- 
plication submitted by the 
Arkansas Association of Con- 
sulting Engineers. Also an- 
nounced was the establishment 
of an Ohio Association of Con- 
sulting Engineers. These groups 
bring to 34 the number of state 
or regional consulting associa- 
tions affiliated with the council. 


Plans now seem firm to move 
CEC headquarters (now located 
in Springfield, Ill.) to Washing- 
ton, D. C. before the date of the 
annual meeting scheduled for 
May, 1962 in New Orleans. 


NEWS readers are invited 
to write to the editor giving 
their opinions on any subject 
of interest to the industry. 


file numbers are now published 
on such material. 


New Document 


CEC’s library of contract and 
specification documents has a 
valuable new addition, Docu- 
ments Committee Chairman Art 
V. Maxwell, Salt Lake City, an- 
nouncing publication of new 
Special Mechanical - Electrical 
Conditions for use of consult- 
ants in interprofessional prac- 
tice. In presenting the new 
document, Maxwell also took 
note of increased acceptance of 
all Consulting Engineers Coun- 
cil specification documents, cit- 
ing in particular the fact that 
CEC’s headquarters office is 
currently filling orders for 1,200 
to 1,500 copies of the General 
Conditions of Contract per 
month. 


Insurance 

On insurance, a comprehen- 
sive report by Professional In- 
surance Committee Chairman 
Lester Bosch of Cincinnati was 
presented. Also cleared for dis- 
tribution was the EJC “Archi- 
tect-Engineer Legal Responsi- 
bilities” report by John R. 
Clark of Philadelphia. At the 
present time, four companies 
are writing liability insurance 
coverage. They are: 

The Continental Casualty Co. 
(endorsed by CEC), The Citi- 
zens Casualty Co. of New York, 
The Travelers Indemnity Co., 
and Lloyds of London. 


However, John Williams, 
Washington, D. C. consulting 
engineer, pointed out that in- 
surance does not answer all the 
questions in the matter of un- 
just claims. As a result of Wil- 
liams’ comments, the council 
will look into the matter of re- 
taining an outstanding legal 
firm to vigorously study and 
defend against precedent-set- 
ting insurance claims. Such a 
firm, it was envisioned, would 
work with, and assist, local at- 
torneys on liability cases. 


Competitive Bidding 
Although the problems of 
competitive bidding were 
covered in legal discussions, the 
subject also came under con- 
sideration as a matter of ethics. 
CEC reiterated its contention 
that it is unethical to submit a 
quotation for engineering serv- 
ices which is solicited by mail, 
or in any event, where there is 
reason to believe that other en- 
gineers are being requested to 
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2 to 10 Tons 
Capacity 


USE THESE 
NEW COMPACT 
LARGE CAPACITY 


TO AIR CONDITION ALL MEDIUM SIZED AREAS 


When you air condition medium to large sized  Seasonmakers with all others. Compare the fea- 
tures...compare the quality...compare the quietness 


areas requiring from 2 to 10 tons capacity, 
compare new McQuay compact large capacity 


* 
* 


+ + + € 


Hideaway models in 4 sizes—800 cfm to 2000 cfm. 
Ceiling models in deluxe cabinets in 4 sizes of direct drive 
and 5 sizes of belt driven units—800 cfm to 3000 cfm. 
New low height and compact design. 

Permanent split capacitor, resilient mounted motors. 
Choice of five fan speeds. 

Full rated capacity. 


The McQuay representative in or near your city 
will gladly give you the complete Seasonmaker 


Available for immediate shipment 


AIR CONDITIONING + HEATING « REFRIGERATION 


C, 


... and you will agree that McQuay leads the field. 


* 


. 
. 
* Rippled fin coil. 
* 


mum maintenance costs. 


Available with 4 or 6 row cooling coils and 1 or 2 row 
steam or hot water heating coils. 

Sloped, Styrofoam insulated drain pan. 
Exceptionally quiet operation. 


Money saving design for easy installation and mini- 


story. Call him, or write direct to McQuay Inc., 
1607 Broadway N. E., Minneapolis 13, Minn. 


INC. 
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